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“ Publishers 


Should Raise 
Selling Prices” 


Sin,-When everything else has 
increased in price the selling price 
of publications, with only a few 
excepuions, has remained at pre 
war level. 

Since Newspapers and periodi 
cals are bought cheaply less atten 
ton 1 paid to thew contents. 
Circulations have gone up but 
their value to the advertiser has 
decreased. 

If publishers carry forward 
their policy of continually “salt 
ing” the advertiser, they will price 
themselves out of business. It 
should always be remembered that 
the advertiser advertises to gain 
prom, and if the policy of the 
publishers is to cut his profit le 
will find other means of spending 
his money 

Surely the time has come for 
newspapers and periodicals to 
pass on their increasing costs io 
the buyers of the publications in 
stead of to the advertiser, This 
might reduce circulations, but the 
remaming circulations would be 
of more value to the advertiser 
and it would halt the continua! 
rate imcreases which appear to 
me to be most dangerous 

H. OELRICHS 
Managing Director, Oclrichs 
Advertising Ltd 

She flield 


JHARROGATE TOY 
(FAIR PUBLICITY 


Plans to make next year's 
Harrogate Toy Fair, from Janu 
ry 8-12, a competitor with the 
famous Leipzig Toy Fair, were 
discussed at a meeting of the 
publicity committee, last Thurs 
day Displayed advertising and 
posters are to be used later in the 
year, and activity now ts being 
centred on editorial publicity 


7O THsE 


LETTER 


EDITOR 


POINTS FROM THE CONVENTION 


How To Appeal To Women 


Sir,--I read with interest Mrs 
Gowing’s remarks in your Con- 
vention-in-Print session on public 
relations, also your leading 
article “Masculine Complacency 
Shattered.” It is rather surprising 
to note that Mrs. Gowing—her 
self undoubtedly an intelligent 
woman—entirely overlooks the 
fact that a very large percentage 
of women these days are also 
intelligent and practical; thou 
sands of business women are and 
thousands of housewives are and 
certainly have to be, to cope 
with their very difficult task 
nowadays in buying for and 
looking after the home 

Therefore, to this large section 
it 8 Necessary to appeal to both 
intellect and emotion. But the 
method to be employed must 
surely depend on the type of 
goods to be advertised or idea 
to be sold; a type of automatic 
control gear would obviously 
require a different advertising 
approach from a tin of peaches 
both in regard to the sex of the 
probable buyer and the fact of 
the differing articles idver 
using generally, whether it be 
urticles or ideas, | favour the 
rather indirect approach, which 
can cater for all kinds of articles 
and cover intellectual, artistic 
and emotional approaches at one 
and the same time 

There is also, surely, a case 
for “local” advertising, that is to 
say. bearing in mind different 
types of people, their mentalities 
ind their purses, the same 
article or idea might be adver 
tised in different districts by 
varying methods of approach 

I know there will come from 
the agencies the cry that this 
would entail not only additional 
expense and time, but deviation 
from the sacred stereotyped plan 
ning of the budget appropriation 
schedule lo my mind this 
stereotyped, hidebound planning 
s the root of all evil Adver 
tising needs flexibility in spend 
ing, m approach, and in the 
nental outlook of copywriters 
ideas men and artists If ideas 


& Co. LiMiTED. 


men and copywriters were told to 
get out of the office for a day 
now and and go into the 
country with minds open and 
receptive upon a certain subject, 
they would get a fresh angle on 
that subject. Maybe such mental 
ind physical deviations from the 
one track would result in the 
curtailing of the stupid and 
rather cheap vicing of competi- 
tive soap powders and such-like 
things which clutter up valuable 
space in our periodicals and 
papers, and that more convine- 
ing claims to the authenticity of 
the product would take their 
place. 

In specific cases of course, 
direct methods which make a 
general or spec ippeal accord- 
ing to the type of article to be 
advertised or idea to be sold and 
the kind of person or community 
aimed at, would be the necessary 
and most sure way 

PHYLLIS PRITCHARD, 
S9 King Edwards Grove, 
t eddington. 


Use Of Colour 
In Newspaper 
Full Pages 


Sik,--A speaker in your “Con- 
vention in Print” is reported in 
your issue of July 13 as stating 
that “the use of colour in news- 
papers lies entirely in attention 


getting and it has use at all 
trom the poimt of ew of the 
proper use of color From a 
subsequent remark of the same 


speaker that colour only used 
in half pages,” I conclude that 
he was overlooking that the 
Daily Record has been printing 
in colour, in full pages, since 
long before the war and not 
nerely in black and one colour 
but in two and three colours plus 
black. 

The Daily Re was the first 
daily newspaper | lo this and 
is Still the only da newspaper 
to offer this facility 


a “ om 7t4t. 


Needless to say, the use of 
extra colours enormously in- 
creases the range of possibilities 
open to advertisement designers, 
and many leading national ad- 
vertisers have taken advantage 
of these opportunities in recent 
months. Apart from the effects 
which the use of more than two 
colours provides, the longer and 
wider experience in colour which 
Daily Record technicians possess 
produces the maximum effects 
from each colour combination 
used 

Technical improvements are 
always being made, but wonder- 
ful results are regularly secured. 
Before I ask you, Sir, to print 
that last sentence, I am sending 
you the enclosed specimens of 
whole page advertisements in 
colour torn from the Daily 
Record, so that you may satisfy 
yourself of the variety, richness, 
fidelity and general delightfulness 
of the colour 

LAWRENCE REBS. 
Advertisement Manager, 
Daily Record 

Kemsley House, W.C.1 

(Ome must aeres that the 
examples submitted by Mr. Rees 
provide impressive support for 
his claims.—-Editor.) 


BRITISH PLASTICS 
EXHIBITION DATE 


The date of the British Plastics 
Exhibition and Convention, or- 
ganised by Iliffe’s British Plastics 
with the collaboration of the 
British Plastics Federation, is 
June 6-16, 1951, within the 
period of the Festival of Britain 

First of its size and kind, the 
exhibition will be held in the 
National Hall, Olympia 

An exhibition “motif,” to be 
used on all brochures, 
and advertisements, symbolises 
the British plastics industry. It 
depicts a long-chain molecule of 
a plastics material, surmounted 
by a lion 


posters 
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ADVERTISER'S WEEKLY 


A million weekly circulation is a must for 
any national campaign. If you're considering 
“which” of the million weeklies, remember 
that JOHN BULL stands alone among them 
It has been established longer among Britain's 
families, has a bigger home delivered sale, 
commands greater reader confidence (average 
ye length of readership 11 years) and differs 

from all others because its editorial appeal is ' 


: general and not specialised. It follows that 
e more ou nee JOHN BULL is first choice for producing 
ies the greatest effect in the widest field 


OHN BULL'S =~ 


| over a million families 


° 
PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD, 96-98, LONG ACRE, LONDON, W.C.2 ALL-ROUND VALUE AND 4 SQUABE GUABANTER. POR A STRAIGHT LINE * 
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A Zanton Phow 


Bernard Crabbe, Managing Director of Tully-Crabbe Limited, Newcastle upon Tyne 


Bernard Crabbe’s start as an agent was daring if humble. He had no staff and no clients. He just 
rented an office and put up a brass plate to say he was there. Within one week he had six accounts. 
This is a kindly man, one feels, with a gentle, persuasive personality. His staff have an obvious affection 
for him and, let it be said, with good reason. He was one of the first to initiate a scheme by which 
young people taking up advertising started as articled pupils. They are paid a basic salary and a bonus 
for every exam they pass. Thus, they feel more confident and far more secure and Mr. Crabbe has an 
unusually keen staff. Mr. Crabbe is an idealist whose idealism works! 

He is a great believer in social contacts. He is the present Chairman of the Scottish Committee of the 
LI.P.A. and most of his clients are personal friends. 

As a former first class oarsman he knows the value of pulling power. The pulling power of the world’s 
largest daily net sale, therefore, is an obvious reason for the inclusion of the Daily Mirror on many of his 


clients’ schedules. 


Daily Mirror 
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Eleventh-Hour. Battle To Avert 
Further Newsprint Cut 


UNLESS GOVT. ACTS, SIX-PAGE BASIS CANNOT BE 
MAINTAINED: TONNAGE RATIONING POSSIBLE 


Both in the Press and in Parliament, a battle is on to persuade the Government to act so that 
a further newsprint cut, which seems almost inevitable, can be avoided. But Mr. Harold 
Wilson, in the House on Tuesday, gave no hope of an early respite. 


current year, thus increasing the quantity available for British newspapers 
sufficient to maintain consumption, even on a six-page basis, for the remainder of 1950. 

This would mean, either a cut in newspaper sizes, or a cut-back and pegging of sales, or both. 
The most probable decision would be to revert to tonnage rationing, on a reduced basis, leaving 
newspapers free to choose whether they would cut size or sales. 

The Newspaper Supply Co. directors, who, after a meeting on Friday, issued a long statement 
explaining the gravity of the situation, are “considering whether there is any way by which a 


further cut can be averted.” 


The Newsprint Supply Co. 
Statement, a summary of which 
appears elsewhere, concludes: 

“Meanwhile they (the directors) 
are concerned that the mistakes 
of 1950 should not be repeated in 
1951. Should the present pres- 
sure of world demand continue 
the possibility of securing ade- 
quate supplies of newsprint for 
the British newspapers will de- 
pend upon the willingness of the 
Government. 

(a) to give a prompt decision 
regarding imports to be per- 
mitted from Canada in the 
second half of the year; 

(b) to reduce the proportion 
of exports from the British 
mills, and 

(c) to ensure a fair alloca- 
tion of available tonnage be- 
tween the newspapers and other 
users in this country 
Newspapers have during the 

past week sought to rouse public 
Opinion in their support, taking 
the line that already Britain has 
the smallest newspapers of any 
leading country in the world, 
and that if they are to be still 
smaller the task of presenting 
and interpreting news will become 
almost impossible 

Leading articles have 


volves “censorship” of news- 
papers, and allegations have been 
made of “unfair discrimination 
between the newspaper and 
periodical Press.” 


pointed | 
out that such severe control in- 


The statement by Mr. Harold 
Wilson, President of the Board 
of Trade, in the House on Tues- 
day, though giving no assurance 
of action to avert the immediate 
crisis, did indicate that the 


FOR NEWSPRINT SUPPLY 
CO, STATEMENT TURN TO 
PAGE 137 


Government is not unmoved by 
the strong representations being 
made from many quarters. 

Mr. Wiison denied emphatically 
that there was any question of 
discrimination against the Press, 
said he would like to see news- 
papers much larger than they are 
now, and stated that, with the 
Chancellor of the Exchequer, he 
was considering the position for 
the second half of 1951. The 


A further announcement is promised shortiy. 


necessity for making —- 
ments as far ahead as possible 
was recognised. 

The Government, he added, 
were considering what the 
volume of newsprint exports 
should be for next year, but he 
hoped the position would 
think twice before pressing for 
a reduction, which would mean 
overriding contracts with Austra- 
lia and South Africa 

If any further cut did become 
necessary on new spapers, he 
would see that there was a cor- 
responding cut on the newsprint 
—_ hs riodicals. 

Ro'A Butler, for the 
mI nid a decision or a 
further discussion would be 
expected before the House rose 


next week. ss 


OVERTIME BAN 
DEADLOCK 


L.S.C. £50,000 To 
Compensate Members 
“For First 6 Months” 


Deadiock appears to have been 
reached in the dispute between 
the London Master Printers’ 
Association and the London 
Society of Compositors. 

No basis for agreement was 
reached during the informal talks 
that took place last week, and 
the overtime embar 
likely to continue indefnitely 

The Master Printers are 
prepared to meet the L.S.C. to 
settle the points referred back by 
the Arbitration Tribunal to the 
parties concerned, and to consider 
on their merits any matters the 
Society: may wish to bring 
forward, provided all “aggressive 
action” is first withdrawn. 

This “aggressive action” 
includes the overtime ban. 

he L.S.C.. however, will not 
accept such a condition. Stems 
are being taken to enable the ban 
to go on. Mr. Robert Willis, 
secretary, told ADVERTISER'S 
Weexty that a recommendation 
was to be put before the executive 
committee yesterday (Wednesday) 
evening, to make compensatory _ 
payment to compositors suffering 
from the embargo. “It is pro- 
posed to set £50,000 aside to cover 
payment for the first six months, 
to have another £50,000 available 
for the following six months, and 
the six months after that, if 
necessary,” he said, adding that 
there was no doubt the proposal 
would be approved. 


Advertisement Director, R. H. Penney, 
Carmelite House, E.C.4 Central 6000 


av. CERTIFIED 
exceeds 


48,000 


WEEKLY 


LINCOLNSHIRE TIMES 
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ADVERTISER'S WEEKLY 


C. Harold Vernon Is N.A.B.S. President: 


Miss Sangster Chairman 


TWO THOUSAND SUBSCRIBERS, SAYS 
H. A, OUGHTON, BUT MORE NEEDED 


Mr. C. Harold Vernon has 
succeeded Lord Burnham as 
president of the National Adver- 
tising Benevolent Society 

New chairman of council, in 
succession to Mr. Stuart Man- 
der, is Miss F. Sangster 

At the 
annual meet- 
ing, at the 
Society's 
headquarters 
on Monday 
the hon 
tr casurer, 
Mr. H. A. 
Oughton, 
warned that 
though the 
N.A.B.S. had 
once again 
been ad- 
m ini stered 
C. Harold Vernon almost en- 

tirely on in- 
terests from investments, this 
could not continue unless the 
assets were increased. More had 
to be spent on increased costs 
and equipment and it was neces- 
sary to build a greater amount 
in reserve 

Paying a tribute to the work 
of Lord Burnham (who presided 
over the first part of the meet 
ing), Mr. Oughton recalled that 
he had been interested in the 
Society for thirty years, and dur 
ing the past year his influence 
ind industry had helped to raise 
the third largest sum ever re- 
ceived in one year. Furthermore, 
Lord Burnham had obtained two 
hundred new subscribers, and 
nearly two hundred old members 
who did not subscribe last year 
had come back 

The Society existed on two 
thousand subseribers only, said 
Mr. Oughton, but two thousand 
out of the twenty or thirty thou 
sand people now emoloyed in 
the advertising industry was not 
a very large amount, and it was 
important that the number 
should be greatly increased 

Lord Burnham, after thanking 
his co-workers, made mention of 
the biggest subscription £500 
from Newnes--which he hoped 
amid laughter, was due to him 
self as president and not to Mr 
Stuart Mander as chairman, and 
of the 75 guineas contr.buted by 
Benn Brothers to commemorate 
the 7Sth birthday of Sir Ernest 
Benn. 

Mr. Vernon was welcomed as 
the new president by Mr. HI 
Clarkson, hon. secretary, who 
said that he had clothed every 
office in advertising with dignity 
N.A.B.S. was fortunate in having 
as its new president a man who 


was largely responsible for hav 
ing built up the advertising busi 
ness into the decent and honour 
able business it now was Mr 
Vernon was the first agemt to be 
president of NABS. for 14 
years, the last being the late 
Jimmy Strong 

Accepting office, Mr. Vernon 
said that he hoped he would be 
allowed to take part in the de 
tailed work of the Society In 
selecting an agency man he felt 
that they had honoured the 
agency business 

Mr. Mander—-thanked for his 
work as chairman on the pro 
position of Mr. Philip Emanuel 

paid a tribute to Mr. Oughton, 
Mr. Clarkson, Miss Fielding 
(assistant hon. secretary), Miss 


“SUNDAY EXPRESS”’ 
SALES STILL SOAR 


Sale of the Sunday Express on 
July 9 was 3,439,774, an increase 
of 764,385 since the beginning 
of the year 

Announcing this last Sunday, 
the Sunday Express claimed to 
be the “fastest growing news 
paper in the world to-day 

Average weekly net sale for 
June was 3,393,014 


Amalgamated Prees Lid. has 
opened new offices in Manches 
ter, under the supervision of Mr 
H. N. Kendall, N.W. advertise 
ment representative, at %6 Spring 


Gardens, Manchester 2 


Sangster, and Mrs. I 
(general secretary) 

Thanks were also expressed to 
the hon, auditors, Mr. J. B. Con- 
der and Mr. W. C. G. Drew 

The vice-presidents were re- 
elected and the following were 
added to their number: the Hon 
Max Aijtken, the Hon. David 
Astor, Mr. Surrey Dane, and Mr. 
Arthur Richardson 

Officers were 
follows: Chairman of council, 
Miss F. Sangster; vice-chairman, 
W. C. G. Drew; hon, treasurer, 
H. A. Oughton, hon. secretary, 
H. L. Clarkson, assistant hon 
secretary, Miss B. S. Fielding 
Council Nelson Allen, E 
Gianvill Benn, Ronald B. Browne, 
John Coope, C. P. R. Crane, W. B 
Harbud, Stuart Mander, W. A 
Messenger, T. G. Moore, Miss 
E. Nowell, Mrs. A. E. Pearce, 
G. R. Pope. G. Lindley Sparkes 
and J. L. Verrinder 

The following remain trustee 
members of council: Miss*E. M. 
Dougall, Philip Emanuel, Leslie 
Harwood and F. Howard Potter 


M. Ure 


elected as 


Agency Acquires 

Display Service 

The Edinburgh Advertising 
Display Service has been sold to 
Robertson & Scott (Advertising) 
Ltd.. Edinburgh. Messrs. R. 1 
Edmonds, J. M. M'Laurin and 
A. H. Forrest, of the former 
company, have joined the exe 
cutive staff of Robertson & 
Scott 


HAVE JOINED BETRO 
Hoover Ltd., the Calico Prin 


ters Association Ltd. and Carreras 
Ltd. have joined Betro 


A § 1/16 in. dc. solus position 
on its front page is being intro- 
duced by the Daily Graphic 


Jury 20, 1950 


ADVERTISER'S 
WEEKLY 
CON VENTION-IN- 
PRINT 


Concludes this week with 


SEVEN SPECIALISED 
SESSIONS 

In the Advertising Presen- 
tation Supplement will be 
found Sessions on Reproduc- 
tion; Exhibitions; Point of Sale 
and Packaging; Commercial 
Art and Photography; Direct 
Mail; Silk Screen. 

In the Outdoor Advertising 
Section (page 121) will be 
found the Session on Outdoor 
Advertising. 


Kolynos £500 
Film Contest 


A £500 competition for Koly- 
nos dental cream, manufactured 
by International Chemical Co 
Lid., is being run throughout 300 
cinemas in the A.B.C. circuit in 
conjunction with the Warner 
Bros, film “Always Leave Them 
Laughing.” Competitors are 
asked to identify 12 film stars 
from photographs of their smi- 
ing mouths 

Advertising is confined to the 
trade Press. Agents are Colman, 
Prentis & Varley Ltd 


B.LF. Textile Section 
To Be ‘Major Effort” 


The Textile Section of the 
British Industries Fair, 1951, 
which will be on the ground floor 
at Earls Court, is to be classed 
as a major effort and supported 
accordingly, the Textile Working 
Committee of the Cotton Board 
has decided, 


WILL RISE COVER OVERSEAS PRINTED PAPER RATE? 


A phrase in thé announce 
ment of increased postal charg *s 
for overseas mail, made in the 
House of Commons last week 
by Mr. Ness Edwards, Post 
master General may mean 
serious consequences for news 
paper and magazine publishers 
with large overseas circulations 
ind direct mail advertisers sel 
ing overseas Increares in the 
niand parcel rate will cwuse 
serious comopiicatons for irge 
nail order advertisers 

Apart from a short general 
statement, no further detei's are 
being released until! much nearer 
the date of operation of the two 
increases, October | for foreign 
vail, July 31 for parcels 

Mr Edwards told the House 
that there would be increases of 
t penny in overseas postage 
rates for letters to certain over 
seas destinations 
except the 


teverywhere 
Colonies USA 


Pakistan and India and for 
certain other categories of over 
seas mail Whether the “other 
categories” includes iterial sent 
at the printed paper rate will 
seriously concern publichers and 
direct mail advertisers There 
will be no more details available 
until! the Warrant is laid before 
the House, which may be less 
than a week before operative 
date, October |! 

A complex prob faces mail 
order advertisers ¢ the home 
market, who have 1 told that 
the parcel postage is going 
up from July 31. but have not 
yet been told, except within very 
broad terms, by how much on 
each kind of parce 

In the House M 


said the increases f 


Edwards 
r 60 per cent 
of the traffic is Id per parcel 
ind for the remainder 2d. ° per 
parcel 

An estimate as to how this 
would operate, w h receives 


cautious approval from the Post 
Office, ts 


Parcels up to 3 Ib. —increase 
from 9d. to 10d 

Parcels up to 4 Ib.—increase 
from Ild. to Is 

Parcels over 4 Ib.--increased 


by 2d 


The effect of the increases will 
be felt in two ways by mail order 
advertisers, lt will affect adver 
tised prices, and will take some 
little time to correct, so that 
there will be in most cases at 
least a short overlap; but by far 
the most unpleasant consequence 
will be felt by those who have 
already prepared next year's 
logues, with postage charges 
at current rates already marked 
One firm has a  40,000-run 
catalogue now in print, and will 
either have to face the cost of 
another printing or at least have 
the catalogue overstamped, which 
will not improve its appearance. 
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Festival Authorities Deny Charges Of 
Delay In Exhibition Contract Work 


LEON GOODMAN, UNIMPRESSED, DEMANDS FULL FACTS 


Charges of needless delay in 
placing contracts for the Festi- 
val of Britain, made by leaders 
of the exhibition display 
industry, have been answered 
in a statement by the Festival 
authorities, but the critics are 
neither satisfied nor silenced 

The allegations, briefly, are 
that many of the leading firms 
in the industry have so far 
received no exhibition contracts; 
that firms have been asked to 
tender for work for which they 
are unsuited; that expert advice 
has been ignored; and that in 
consequence, there is likely to be 
a_ last-minute rush that will 
involve heavy overtime, charges 
and thus involve heavy additional 
costs that could have been 
avoided by better planning. 

The Festival authorities’ reply 
to various criticisms that have 
been made, given to ADVER- 
TiseR’s Weekty this week, is as 
follows 

1. It is not true that virtually 
no display contracts have been 
placed. They are being placed 
now, and the situation develops 
daily All contraets for the dome 
on the South bank have been 
placed 

2. It is not true that those 
contracts which have been placed 
have gone only to firms with 
little or no experience 

3. It does not appear to be the 
case that if contracts are placed 
now, increases on estimates will 
be fantastic because of double 
time and night work. Delivery 
dates quoted by contractors fit 
into the progress schedule and 
allow installation time before the 
exhibition opens 

4. Neither does it appear truc 
that some firms will be 60 
occupied with regular customers 
that they will have no time for 
the exhibition There is no 
difficulty in finding experienced 
firms willing and even cager to 
tender. Inquiries are received 
almost daily 

5. To a suggestion that official 
and informal requests for a con- 
ference between the Festival and 
the trade had received a blunt 
refusal, the Festival replies 
“Four meetings have been held, 


ADVERTISER'S W EEKLY 
regrets that owing to 
the effect of the em- 
bargo on overtime hy 
the London Society of 
Compositors, the size 
of this issue has been 
unavoidably curtailed. 


the latest in February this year, 
and no further requests for meet- 
ings have been received cither 
from the Exhibition Manufac- 
turers’ Association, or the Asso- 
ciation of Exhibition Contractors. 

Mr. Leon Goodman, immediate 
past-president of the Association 
of Display Producers, and its 
representatives on the committee 
of display and exhibition industry 
representatives which has been 
meeting the Festival authorities 
on such matts.s as available 
capacity was 4skca oy ADVER 
TISER'S Vi cxKLY to comment on 
this statement. Mr. Goodman's 
criticisms, incidentally, have been 
publicly endorsed by Mr 
Reginald Lee, president of the 


Andrew Milne (right) director 
and general manager, “Draper's 
Record,” rocks with laughter at 
a joke while . greeting Jean 
Darroux, proprietor of 
L'Homme.” who attended the 
Congress of the International 
Fede ration of Master Tailors m 
London last week, over which 
Andrew Miine presided 
B.D.A. Branch For 
° 
Brighton 

A local branch of the British 
Display Association is to 
formed to serve a wide district 
round Brighton and Hove, it was 
decided last week at a meeting 
in Brighton, attended by leading 
display men 

Mr. L. J. H. Pryer, of 
Bentalls Ltd., national chairman, 
B.D.A., will give a talk at the 
inaugural meeting at Brighton 
College of Art in September, 
when office-bearers will be ap 
pointed. A formation committee 
is, in the meantime, preparing a 
provisional programme for the 
first season 

Anyone wishing to join should 
write to Mr. R. F. Jarrett, 19 
Rosehill! Terrace, Brighton, 
Sussex 


The Institute of Public Rela- 
tions has compiled for the bene 
fit of its members a list of those 
in membership as at June 30. 


Association of Exhibition Con- 
tractors, who said that no one in 
his Association has yet had a 
festival contract. 

Mr. Goodman challenged the 
Festival authorities to prove their 
assertions by facts, and dealt with 
the statement point by point 

1. What proportion of the 
whole work to be undertaken has 
been placed now The Festival 
authorities agreed that September 
1949 was the deadline for placing 
contracts. Now it is July 1950, 
and some contracts are only just 
being placed, others have not yet 
been plac ed 

2. Which firms have got the 
contracts? It is quite normal for 


(Continued on page 138) 


Art Students May 
al re 
Enter Ekco Window 
e.° 
Competition 

Additional facilities are being 
offered by E. K. Cole Ltd. for 
students at art schools to enter 
the annua! window display com 
petition for Ekco radio dealers 

A portion of the prize moncy 
is being put aside for art school 
students who design and execute 
winning window displays. Ekco 
ate finding dealers prepared to 
allow students to design and dress 
their competition windows 

Prizes of £20, £10, £5 and two 
of £2 10s. are available to 
students, in addition to prizes 
offered to dealers 
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TRANSPORT ADS. 
AGAIN AT 
LIVERPOOL 
Liverpool City Council has 
decided to re-introduce Corpora- 
tion transport advertising, aad 
the transport department is now 
preparing forms of tender, which 


will be available carly next 
month 


Liverpool Passenger Transport 
control approximately 400 trams 
and 620 buses, and although the 
last advertising contract expired 
in 1938, some trams still carry 
advertising which has been 
allowed to remain on the vehicles 
until they were re-painted 

In addition to advertisements 
on the sides of the vehicles; buses 
will carry them on the rear panel 
dividing lower and upper decks, 
and also on the offside rear 
panel, lower dgck. Interior ad- 
vertising will be carried on 
printed cards. 

At the July City Council 
meeting which passed the recom- 
mendation, an attempt to exclude 
advertising for pools and alco- 
holic drinks was defeated, the 
amendment receiving only three 
votes. 


Royds Studio Now 
Separate Company 


G. S. Royds Ltd. have made 
their studio, which has been 
under the managership of Mr 
A. P. Tompkins for 20 years, 
into a Separate private company, 
which will operate in the same 
building and in connection with 
the agency 

The directors include Mr. G. § 
Royds and Mr. Tompkins 


New Order Specifies Labelling 
Rules For Pre-packed Foods 


A new Order under which pre- 
packed food must show the 
amount of its contents marked 
on the wrapper has been made 
by the Board of Trade to come 
into operation on November ! 

This, the Pre-packed Food 
(Weights and Measures; Marking) 
Order, 1950, takes over the 
weight and measure provisions of 
the Ministry of Food’s original 
Labelling of Food Order, 1946 
The Ministry of Food have ac 
cordingly amended their Labelling 
of Food Order (as already an 
nounced) to omit these weight and 
measure provisions 

While the Board of Trade’s 
new Order closely follows the 
Ministry of Food’s original Order, 
it contains: several modifications 
The principal ones are 

Some specified articles of 
food (including saccharin 
tablets, cereal breakfast food 
biscuits and nutmegs) are now 
to be described by number 

If metric weights and 
measures are used the imperial 


equivalent must also be shown 
on the label; 

The maximum amount of food 
exempted because of the small- 
ness of the package making 
labelling impracticable has 
been increased from half an 
ounce or half a fluid ounce, to 
one ounce or one fluid ounce; 

Bath Chaps, fish not packed 
in cans or glass containers, 
honey in comb, micro-biologi- 
cal preparations for addition to 
food, single toffee apples, un 
cooked beef or pork sausages, 
and whole cooked beetroots, 
have been added to the list of 
exempted articles 
The Order contains a code 

setting out the precise require- 
ments for the proper marking of 
pre-packed articles of food. 


The Electrical Development 
Association educational film 
“What is Electricity?” will be 
televised by the BBC. on 
August 10. 
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C.D.C. Approves Youth Hospitality Plan 
For 1951 Conference 


NATIONAL PUBLIC SPEAKING CONTEST 
AGAIN NEXT YEAR 


The Club Development Com- 
mittee of the Advertising Asso- 
cation, at its meeting at 
Manchester last weekend, voted 
unanimously in support of the 
scheme for the entertainment of 
youth from overseas, at neat 
year's International Advertising 
Conference 

The scheme, which applies tu 
all countries which send delegates 
to the Conference, was first 
mentioned by Mr. F. P. Bishop, 
M.P., when he led the British 
delegation to America to attend 
the convention of the Advertising 
Federation of America 

The meeting, at which Com- 
mander A. Robertson-Macdonald 
presided, discussed possible 
arrangements for a club session 
at the Conference, and the possi- 
bility of holding a clubs evening 
of entertainment 

It was decided that there will 
be another national public speak 
ing contest next year, the finals of 
which will be held in London 
during the Conference 

The meeting examined the 
possibilities of organising wel- 
commg committees for delegates 
possibly at Newcastle, Glasgow, 
Liverpool, and at*certain airports, 
ind considered a scheme for 
establishing new clubs, in time 
for the Conference The aim is 
to fill “vital gaps” in the club 
movement, perhaps at Belfast 
Edinburgh, Ipswich, Swansea and 
Excter or Plymouth 

The next meeting of the C.D 
is to be held in London, from 
September ¥—October 1. when 


Sheffield 
16 More Members 


An increase of 16 
the tot 
announced at the annual meet 
ing of the Publicity Club of 
Sheffield on Monday of last 
week when Lt.-Col Maurice 
W. Batchelor was re-clected presi 
dent, Mr. C. J. Stanley chairman 


bringing 
I membership to 145, was 


The other officers are: Vice 
presidents, Hon. Oswald Berry 
MORE tB NEWS ON 


ct 
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LH. Ne H. J. Staines, and 
fa Townend: hon. sevret 
my " Ortton hor 5 
Hi ! Boulter hon sudite 
HoH Altman; executive Miss 
I M. Davidson \. Haddock 


ind HO EF. MeGee 


Regent Advertising Club sports 
committee, of which Mr. A. J 
MeCarthy is chairman $ propos 
ing to run a tennis tournament 
Entrance fee is one shilling and 
forms should be sent to the club 
to-day or to-morrow (Friday) 


representatives of some of the 
sub-committees of the 1951 
Conference executive will speak 

Clubs represented at the 
Manchester meeting included 
North Wales, Berks and Bucks, 
Manchester, Glasgow, Coventry 
Birmingham, Regent, London, 
Leicester, Leeds Newcastle, 
Oxford and Portsmouth On 
Saturday evening delegates were 
taken to the Mere Country Club 
for dinner, arranged by Mr 
Derek” Roe, chairman of the 
Manchester Publicity Association 


Hull 


Silkin Attends 


Lord Silkin, former Minister of 
Town and Country Planning, 
who recently became associated 
with one of Hull's principal in- 
dustries, was present at the meet- 
ing of the Publicity Club of Hull, 
when, thanks largely to the efforts 
of Mr. Ellis Hopper, the Club's 
new president, to increase atten- 
dance at monthly meetings, two 
additional rooms at the Royal 
Station Hotel had to be requi- 
sitioned to accommodate all 
those who turned up 

Mr. Joe Hallowell spoke on 
Humour and Fun in Advertis- 
ing and Publicity.” 


Jury 20, 1950 


FESTIVAL “MOST 
AMBITIOUS P.R.” 


The Festival of Britain was 
described as “the most ambitious 
public relations campaign ever 
attempted,” by Mr Alfred 
Francis, Festival director, speak- 
ing at Liverpool and District 
Publicity Association July lun- 
cheon meeting 

It was to be made on behalf 
of a nation and addressed to the 
world, 

Outlining the programme, Mr. 
Francis said it was a chance for 
the people of Merseyside to 
enjoy themselves as never before. 


During the closure of the Fleet 
Street Column Club for the holi- 
day period, July 29—August 14, 
members are being accommo- 
dated at the Press Club 


Sir Alan Herbert, At London Public Speaking 
Dinner, Awards Goodman Cup To J. H. Harris 


With thoughts of their three- 
fold triumph during the past year 
in their minds—their team and in- 
dividual successes in the National 
Public Speaking Contest, and 
the recovery of the Imber Cup 
members of the Public Speaking 
Section of the Publicity Club of 


London had a particularly en 


woyable annual dinner at the 
Connaught Rooms, London, last 
Friday 

They enjoyed Sir Alan P 


Herbert's comments as he chose 
the winner of the Leon Goodman 
Cup ‘A journalist he quoted, 
iS 4 person who is permitted to 
scribble on the backs of adver 
tisements 

They enjoyed hearing Mr 
W. J, Brown (lately Independent 
M.P. for Rugby) define advertis 
ing a8 a device for persuading 
nen to buy something they could 
not afford and were better with 
out, and women to buy 
thing they already 
would jolly well get 


some 
wanted and 
inyway 
And, perhaps more than any 
thing, they enjoyed seeing Myr 
Raymond Rayner, their instruc 
tor, receive a silver cup inscribed 
To Raymond Rayner, from his 
tnends of the Public Speaking 


J. H. Harris, winner, with the 
Leon Goodman Cup. 


Section of the P ity Club of 
London to measu their appre 
ciation of a memorable year's 
work, 14th July, 1950." 

This, the fifth annual dinner. 
was the fourth sided over by 
Mr. S. T. He chairman of 
the Sectior Am those at the 
top table were Mr. W. H. Gol- 
(chairman of the Club), 
Col. George Warden (immediate 
past chairman), and Mr. Murray 
Milne (vice-chairman) 


ings 


After saying that the past year 
had been the most successful so 
far, Mr. Holmes emphasised the 
usefulness of the Section in pro- 
ducing people who could explain 
the true function of advertising, 
a function very dimly under- 
stood, even by industrialists 

There were three entries for 
the Leon Goodman Cup (for the 
Section’s best speaker of the 
year}—Mr,. R. A. Sherman, who 
advocated that people in the 
professions should be allowed to 
advertise; Miss Pat Kris who 
spoke as a gardening enthusiast; 
and Mr. J. H. Harris who believed 
that women were the dominant 
sex, thanks to their indefinable 
charm—and men's conceit 

In their impromptu speeches, 
Mr. Harris considered the quali 
ties that accounted for Mr 
Attlee’s being Prime Minister: 
Miss Kris strongly urged that 
bachelors should be taxed; and 
Mr. Sherman wondered whether 
giving the vote to women had 
justified itself 

Sir Alan, who said that he had 
judged the speeches by their 
words, by the way they were 
said, and by their effect on the 

(Continued on page 133) 


{1 the Publicity Club of London Public Speaking Section dinner. 
and S. T. Holmes; right, Mrs. Holmes p 


Left, Sir Alan Herbert, W. J. Brown 
presents the Comerford Progress Cup to A. D. Davis. 
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Law, Letters, 
Science Praise 
Print Industry 


Literature, the Church, the 
Law, and Science in the persons 
of, respectively, Sir Alan Her- 
bert, Dr. W. R. Matthews (Dean 
of St. Pauls), Sir David Maxwell 
Fyfe, M.P.. and Sir Alexander 
Fleming (the discoverer of pemi- 
cillin), paid tribute to Printing 
at a luncheon held at the Dor- 
chester, London, on Tuesday, by 
the British Federation of Master 
Printers to celebrate its golden 
jubilee 

Mr. George Newman, presi- 
dent of the Federation, presided 
over an attendance of about 400 
that included many of the lead- 
ing names in advertising and the 
Press 

Sir Alan, proposing the toast 
of the Federation, maintained 
that though the inventions of 
man did not always prove so 
beneficial as was intended, print- 
ing seemed to be not only a 
beautiful but a blameless thing. 
If there were no more flying or 
wireless we should get along, but 
without printing a darkness 
would fall upon this planet 

It was not often realised what 
a contribution commercial print- 
ing made to the government of 
this country, he continued. It 
ranged from bus tickets to cata- 
logues, brochures, and advertise- 
ments, without which we could 
not persuade the citizens at home 
and abroad to purchase our pro- 
ducts. 

After flourishing a Final 
Notice, which he alleged must 
have been printed by somebody 
belonging to the Federation, Sir 
Alan concluded with a tribute 
to the skill, care, and “proud 
craftsmanship" of the working 
printers 

In responding, Mr. Newman 
welcomed friends from the News- 
paper Society and Newspaper 
Proprietors’ Association and also 
“an imposing array” of editors 
and leaders of the national and 
trade Press. 

Welcoming also the trade 
union representatives present Mr 
Newman said: “We do not al- 
ways see eye to eye on the best 
way of solving our problems, but 
I believe there is considerable 
goodwill on both sides and that 
we are reaching an understanding 
that progress in this industry 
cannot be made unless we tackle 
our problems, wages, shortages 
of manpower, or any other sub- 
ject, in a joint endeavour to pro 
duce more without seriously in 
creasing costs.” 

Mr. C. E. Pitman said it was 
a special pleasure to welcome 
trade union representatives on 
the eve of the Joint Industrial 
Congress 

Dr. Matthews, in reply, said 
that the freedom of printing was 
one of the most important that 
the human race possessed. “May 
it be far from us ever to national 
ise the printing trade,” he added 


NEWS ABOUT PROPLE. 


Colin Mclver 


Tom Cowley L. W. Spencer 


Colin McIver Joins Young & Rubicam Board 


Colin Melver is the second 


British appointment to the 


Tom Cowley has been ap- 


Board of Young & Rubicam Ltd., | pointed assistant advertisement 


George Plante, creative chief, be- 
ing the first British director 
appointed. 

Mr. Mclver worked before the 
war in New York and Boston, 
and later joined Social Surveys, 
where he took charge of the 
market research department. He 
joined Young & Rubicam in 
1948 as manager of the mer- 
chandising department. 

y Nicoll has been ap- 
pointed to the research depart- 
ment. From 1946 te 1949 he 
was with the Ministry of Food, 
surveys branch, and from 1949 
to 1950 was with S. T. Garland 
Advertising Service Lid. as re- 
search executive. 

* * > 

Ronald Collier, who founded 
The Car early this year, has now 
taken over editorial direction of 
Clipper Travel, air travel maga- 
zine for Pan-American visitors 
to Britain 


OBITUARY 
Wilfred Glanville 


Advertisement manager of 
School and College Management, 
published by Drury Press Ltd., 
Mr. Wilfred Glanville collapsed 
and died on his way to work last 
Friday He was in his late 
sixties. 

Mr. Glanville entered advertis 
ing in 1910. In 1916 he was ap 
pointed advertising manager for 
Crossley Motors Lid, Man 
chester, and in 1920 became a 
partner in Cross-Courtenay Ltd., 
advertising agents, of Man 
chester 

From 1929-35 Mr. Glanville 
was in the advertising department 
of Oldhams, mining equipment 
manufacturers, and for four 
years before the war was adver 
tising manager for Tillotsons 
(Bolton) Ltd. In 1939 he joined 
the National Trade Press Ltd 
before going to Drury Press, 
where, as a wartime appointment 


manager, Sunday Dispatch. He 

has been 26 years with the ad- 

vertisement department of Asso- 

ciated Newspapers, mostly with 

the Evening News. 
* * » 

Leslie W. Spencer has become 
advertisement manager of Retail 
Chemist, after having been 25 
years in the advertising and cir 
culation departments of Chemist 
and Druggist. 

o * * 

W. A. C. Cooper has joined 
Foote, Cone & Belding Ltd., as a 
senior account executive. He was 
for 34 years with Lambe & 
Robinson Ltd. as account group 
chief. 

. * * 

W. J. Howell, who has been 
with the Standard Catalogue Co. 
Lid. for about a year, has been 
appointed whole-time London 
representative on that Company's 
Architectural Design 


he was advertisement mana- 
ger of Retail Chemist until 1946. 
The funeral was at South 
London Crematorium yesterday 
(Wednesday). 


A. M. Bluett 


For 43 years editor and man- 
ager of the West Briton, Mr 
Albert Marwood Bluett died at 
Truro last week, aged 83 

Mr. Bluctt was a past-president 
of the South Western Federation 
of Newspaper Owners, and had 
for some time served on the 
Council of the Newspaper Society 


A. Pendrigh 

Mr. Alexander Pendrigh, man 
ager of the Ayrshire Post Ltd, 
Ayr, died last week while on 
holiday at Oban, aged 47. He 
jomed the Ayrshire Post more 
than 25 years ago, becoming man 
ager in 1940 
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O’ Rourke And Pape 
Join Derrick Board 


W.A.C& Cooper Goes 
To F.C.B 


L. W. Spencer Joins 
“Retail Chemist” 


John F. Maloney, research 
director of The Reader's Digest 
international editions, has been 
elected to a two-year term as pre 
sident of the World Association 
for Public Opinion Research 
meeting at Lake Forest College, 
Ilinois 

Mr. Maloney succeeds (Dr. 
James R. White, head of the Bri- 
tish opinion research office in 
occupied Germany. 

Before joining The Reader's 
Digest in 1946, Mr. Maloney 
was with the Curtis Publishing 
Company, National Opinion Re 
search Center, Young & Rubi- 
cam, and the Gallup Poll 

> > > 


J, O'Rourke and A. Pape have 
been appointed directors of the 
Paul E. Derrick Advertising 
Agency Ltd 

Mr. O'Rourke joined the 
market research department of 
W. S. Crawford Ltd. after being 
demobilised in 1946, and went 
to the art department of Paul E. 
Derrick Advertising Agency the 
next year. Mr. Pape joined the 
Derrick agency in 1946, as an 
accountant. 

* * * 


Sir John Makgill, Bart.. has 
been appointed director of the 
circulation division of the 
London Weekly Diary of Social 
Events, controlled by Reginald 
Harris Publications Ltd. 

* * * 


D. G. Williams has been ap 
pointed editor, London Calling, 
in succession to FE. A. Mackenzie 
Bell, who has retired on reaching 
the official age limit 

> > * 


Guy Paine has joined the sales 
promotion department of George 
Newnes Ltd. to handle space 
buying in succession to Roland 
H. Green. He was previously 
in charge of publishers’ adver- 
tising for the Spectator. 

* * * 

Jack Maurice has resigned his 
directorship in British & Inter- 
national Addressing Lid. and re 
sumed his personal practice as 
consultant for international and 
domestic market research and 
diréct mail publicity 

* * * 


Paul Gould has joined the pro- 
duction staff of George Murray 
(Advertising) Ltd 

* * * 


Peter Maxwell Bedford has 
been appointed deputy director 
of attractions and publicity at 
Blackpool, where he began his 
career 
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July 20, 1950 


CONVENTION COMMENTARY 


Back To Craftsmanship 


HERE is a disturbing theme running through some of this 

week's Convention-in-Print sessions, six of which appear in 

the Advertising Presentation Supplement. [t concerns quality 
of craftsmanship and labour problems—the two are inextricably 
interwoven, What do the experts say? 

Mrs. Beatrice Warde: “The general standard of machining in 
Great Britain has sunk so low that a really well-printed page is 
consciously noted and relished” 

Mr. George Towers: ‘Many regular advertisers are disinclined 
to use colour until there are signs of a general improvement in the 
standards of printing.” 

These are serious criticisms, to which the master printers reply 
that their troubles are caused by the shortage of skilled labour. 
The onus, however, rests on the industry as a whole--on the 
employees as well as on the employe?s, for it is the craftsmanship 
of the individual which is challenged 

‘The agency representative, Mr. Towers, has put into words the 
thoughts of many. He asks: “One wonders whether trade unionisrn 
is stultifying the genuine craftsman?” 

It is certainly time that the industry as a whole paused to con- 
sider the way ahead. The future of British publishing depends 
basically on the maintenance of high standards of reproduction, 
and it is in the light of this fundamental that all problems should 
be considered. Only by the restoration of traditional craftsman 
ship can prosperity be assured for both worker and master 


Commercial Art Training 


N the Commercial Art and Photography Session, strong views 

are expressed on the important questions of the training and 
future of art school students 

Mr. W. Warner bluntly states that most art schools teach very 
little of use to a budding commercial artist. Mr. T. F. Simpson 
asserts that teachers should have had at least 10 years in an 
advertising agency or studio 

It is quite clear that commercial! studios are not satisfied with the 
training of youngsters coming to them from the art schools. This 
is a problem which should be dealt with now, before thousands 
more hopefuls are thrown on to the labour market 

Two sensible suggestions are made—that the teaching pro 
fession should be made attractive to practising commercial 
artists: and that an apprenticeship scheme should be introduced 

Such aims will only be achieved when commercial and cultural 
interests are able to meet on common ground, and when adver- 
tising organisations (other than the Creative Circle, which ts 
already doing more than a little) take active steps to promote them. 


A 


Jury 20, 1950 


& 
To-morrow’s pics 


Tur pispure in Belfast over the 
proposal to accept liquor adver 
tisements on Corporation public 
transport though 

momentarily quies- 


TRANS PORT cent because of the 
ADS.: A holidays, will be 


revived next month 
wRIT? and may not be 


settled without a 


vehicles, 


stiff fight 

Though the temperance move- 
ment won the first round. when 
its deputation succeeded in per- 
suading the Council to refer the 
whole matter back to the Trans- 
port Committee, it is possible that 
those favouring lhquor advertise- 
ments may take legal action by 
serving the Corporation with a 
writ to compel acceptance of the 
most advantageous offer 

The present contract expires 
on October 31, and is renewable 
for five years. The offer of Frank 
Mason & Co., which had the 
support of the Transport Com- 
mittee. was for £77,800 with 
liquor, and compares with one 
from Eason & Son Ltd. for 
£65,100 without liquor 

—_— _ = 

PUBLICITY PLANS for next year’s 
British Industries Fair may 
make news soor This year the 
United States market was for the 


first time treated as 
B.1.F. a separate publi- 
city problem, with 
PUBLICITY remarkably good 


PLANS results. As 1951 

s Festival year, 
another special cflort in that 
direction may be expected, but it 
has not yet been decided whether 
to adopt the suggestion that a 
separate effort for Canada should 
also be mounted 


Mr. Neville Shepherd, chief 
publicity organiser sails for 
America on August 1 Until 
he returns plan re to remain 
swathed in the blanket of official 
silence 

- —_— —_— 


ADVERTISER'S Weekty is busy 
preparing the next issue of “The 


American Mark Supplement, 
due for pub tion in the 
tu American 
NICE ad tisers are 
still, however, in 
WORK, terested in the 
MR. RIESZ! response they re- 
ceived to their 
announcements first Sup- 


plement, and a lating ¢x- 
ample of thoro “follow-up” 
comes from Scripps Howard 
Newspapers. When the latter 


began receiving replies to their 
advertisement, they issued a speci- 
ally prepared brochure which is 
sent to each correspondent with 
a covering letter signed by 
Harold Riesz, director of pro- 
motion and research. Bound ‘in 
green board and containing 15 
pages, this gives facts and figures 
of the cities where Scripps- 
Howard newspapers circulate. 
together with details of the ser- 
vice offered to advertisers. The 
title of the brochure links with 
the heading of the announcement 
in “The American Market”: Key 
to 17 of America’s Most Profit- 
able Markets. Nice work, Mr. 
Riesz! 
—_— el - 
IF THERE 1S one subject that in- 
terests advertisers, or even more, 
prospective advertisers, it is how 
to choose an advertising agent. 
And it is a prob- 


ON lem on which they 
CHOOSING will find it hard to 

obtain guidance 
AN AGENT Now an advertising 


agency has taken 
Steps to provide it, for the matter 
constitutes the main theme of the 
quarterly house organ issued by 
S. C. Peacock Ltd. This contains 
two very sound articles, one en- 
titled “Why Change your Agent?” 
the other “On Choosing an 
Agent.” Doubtless, and very 
naturally, S. C. Peacock hope that 
readers of these articles will de- 
cide to choose them, but the 
articles are quite objective and 
well worth study 

—_ —_— —_— 

IN view oF the discussion in 
ADVERTISER'S WeeKLy about the 
desirability, from the advertiser's 
point of view, of more circulation 

data from trade 


“MOTOR and technical 
TRADER”’ journals, a folder 


just issued by 
SALES DATA lliffe’s Moteor 
Trader is of con- 
siderable interest. Object of the 
folder is advertisement promotion 
in connection with forthcoming 
special issues, but one page is 
devoted to circulation. A graph 
shows how this has increased 
during the past year, distifguish- 
ing the paid circulation (9,141 
out of a total of 10,500) from 
unpaid 4 chart at the foot 
shows the paid sales breakdown 
1.267 to manufacturers, 420 to 
factors, 7,454 to distributors, 
dealers and repairers 


ROUND TABLE 


Ac me BRISTOL EVENING POST 


nl 


— or — 


LONDON OFFICE, 60 FLEET STREET, £.C.4. 


MY ACQUAINTANCES THROUGHOUT THE WEST-COUNTRY NUMBER 
MORE! THAN 400,000 EACH DAY. Send for Marketing Data to 
MY HEAD OFFICE SAVER STREET, BAISTOL, | 
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(OOD TASTE 


WILL INCREASE IN SIZE, 
IN PRESTIGE and in 
PULLING POWER 


INCREASE IN ADVERTISING APPEAL. 


In the quality of its production and the 
excellence of its editorial content, the new 
large-sized GOOD TASTE, priced at nine- 
pence, sets a new standard of value in monthly 
magazines for women, and a new standard of 
value for advertisers. When GOOD TASTE 
returns to its original large size with the 
NOVEMBER issue, its special appeal will 
be intensified and its leadership increased. 
GOOD TASTE offers an extremely profitable 
market to advertisers appealing to women. 
NOW is the time to make reservations. . . 


PAGE RATE £100 


Type area 10}” deep x 7)" wide 
PRINTED THROUGHOUT IN PHOTOGRAVURE 


PRESS DATE FOR NOVEMBER ISSUE = SEPT. 28 


CHAS. E. MANDER, ADVERTISEMENT DIRECTOR, WELDONS LTD., 30/32 SOUTHAMPTON STREET, W.C.2. 


EDITORIAL FEATURES 
which make GOOD TASTE a best-seller ! 


BEAUTY and FASHION are conducted 
by Jill Symon, one of today’s most success- 
ful feature editors. 

Every aspect of beauty culture is discussed, 
and readers’ interest is illustrated by the 
vast correspondence, which has trebled 
during the past two years. 

Every month GOOD TASTE gives up-to- 
the-minute news and views on Fashion 

The new large pages will permit even richer, 

more glamorous display. 


COOKERY is by Helen Burke, who 
contributes a regular monthly feature. 
Reader interest is strong and response 
tremendous. Special care is taken 
always to meet readers’ problems. 

Articles by Marta Lang on HOUSE- 
HOLD subjects, giving new ideas, new 
labour saving methods and devices 
meet with the keenest reader attention. 


The value of GOOD TASTE lies in its successful 
featvres and fiction, and in helping its readers 
in their personal and domestic affairs. 
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ADVERTISER'S WEEKLY 


POLICY PLATFORM 


How British Commercial 


Broadcasting Might Operate 


Rumours that the Beveridge Committee may recommend 
commercial broadcasting inspired this article, which does not 
necessarily represent the views of ADVERTISER'S WEEKLY. 


By a Correspondent 


HERE has been a great 
deal of speculation arising 
out of the forthcoming 
Beveridge Report and based on 
the possibilities of British broad- 
casting becoming in part avail- 
able to commercial advertisers. 
A number of plans have been 
put forward to the Beveridge 
Committee by interested partics 
but it remains to be seen whether 
the Beveridge Committee will iw 
fact recommend any form of 
commercial broadcasting to oe 
applied to British radio, of 
whether Parliament would accept 
such a recommendation 
Here is an idea of how, on a 
practical basis, a British com 
mercial broadcasting service 
might operate. 


+ * * 


© begin with, it is likely that 
any British commercial broad- 
casting plan would be based on 
the experience of British 
Dominions, for there is to-day 
form of commercial broadcasting 
in practice in Canada, Australia 
New Zealand and South Africa 
Each of these Dominions has a 
radically different. form of com 
mercial radio In Canada, the 
Canadian Broadcasting Corpora 
tion approximates to the B.B. 
yet a considerable proportion 
of its air time is sold to adver 
tisers. At the same time, while 
the C. BC retains an overall 
jurisdiction over all broadcasting 
in Canada, there are a consider 
able number of licensed privately 
owned independent stations that 
exist entirely on the revenue from 
commercial sponsors Thus, a 
state-owned broadcasting organi 
sation accepting commercial 
advertisers operates alongside 
and with jurisdiction over, inde 
pendent stations 
On the other hand, in Australia 
the Australian Broadcasting 
Commission, the Australian 
equivalent of the B.B« 
not accept commercial 
and exists entirely either from 
licence revenue or grants in aid 
and has no jurisdiction over th 
independent, privately - owned 
stations which operate from com 
mercial advertising revenue Both 


does 


Sponsors 


the independent stations and the 
A.B.C, are controlled by the 
Postmaster General's Department 
which is an independent body 
approximating to the American 
Federal Communications Com- 
mission, 


* * * 


Os TRASTING with these two 
systems is the New Zealand 
commercial broadcasting service 
which is entirely state-owned and 
controlled and is run in paralle! 
with the non-commercial stations 
of the New Zealand Broadcasting 
Commission. South Africa, whose 
commercial broadcasting history 
is by far the most recent, has 
this year begun the operation of 
4 state-owned commercial broad 
casting service rather on the New 
Zealand lines, though with 
certain organisational differences 
Bearing in mind that any 
recommendation by the Beveridge 
Committee would probably have 
to have a _ potentially broad 
political basis for it to be 
adopted, it might be considered 
unlikely that either the Canadian 
or Australian patterns would be 
copied, These envisage privately 
owned commercial stations which 
would probably be political 
poison to the Labour Party. In 
any case, it would be a ticklish 
job for any Government to 
decide which private commercial 
interests should be allowed ‘o 
operate the limited number of 
commercial stations likely to be 
technically possible. The private 
ownership of commercial broad 
casting stations in Canada 
Australia, and, for that matter, 
in America and other countries 
grew up in the early days of 
broadcasting and before the full 
value of this franchise was 
generally realised. As is general 
knowledge. a great number of 
such franchises, in all countries 
where privately owned commer 
cial stations operate, are in the 
hands of the controllers of paral 
lel advertising media, principally 
newspapers 
Therefore it is more likely that 
the New Zealand or South Africa 
pattern might be adopted. This 
decision carries many dangers. 
for certainly in South Africa and 


to a considerable degree in New 
Zealand, commercial broadcasting 
has been accepted by the State 
primarily as a revenue raising 
source. The principal virtue of 
commercial broadcasting is, how- 
ever, to provide a competitive 
form of broadcasting, for any 
entertainment media which is 
competitive has the best oppor 
tunities of being good. To make 
commercial broadcasting com- 
petitive in a country where it 1s 
under the same control as its 
non-commercial parallel service 
is a difficult task 

Remembering this, it is to be 
hoped that, if commercial broad- 
casting were to be developed in 
this country and were to be state- 
owned, then the corporation 
entrusted with the task should 
be completely independent of the 
B.B.C. though under the same 
jurisdictional control of the 
Postmaster General. If this were 
not done, then commercial broad- 
casting could casily be strangled 
at birth because, unless it were 
allowed to grow into a freely 
competitive entertainment service, 
it could contribute nothing to the 
entertainment of the British 
listener which would justify the 
introduction of its commercial 
announcements 


* * > 


JISUALISING an_ indepen- 
dent state-owned commercial 
broadcasting service, there is an 
excellent prospect of presenting 
commercial broadcasting to the 
British listener t manner that 
need not antagonise him, that 
would entertain him and that 
would at the same time answer 
the universal! criticisms directed at 
the non-competit and monop- 
olistic present day B.B.C; This 
state-owned con rcial broad- 
casting organisa would have 
as its primary duty the task of 
efficiently operating a competitive 
broadcasting service and offering 
to the British listener an enter- 
tainment service of the broadest 
possible appeal and yet conform- 
ing to the standards of public 
morality and public interest 
required of the BKC. Tt would 
at the same time. have to fulfil 
a service to the British advertiser 


whose money would be its only 
source of income. 

Even on a basis of speculation 
it 18 possible to gain some rough 
estimate of what the income of 
this corporation might be. 


* * * 


RESUMING that our state- 
owned commercial broad- 
casting service had a coverage 
equal to the present day B.B.C 
Light Programme and that it had 
no serious competition in the field 
of domestic commercial broad- 
casting, it is probable that a rate 
of approximately £2,000 per pro- 
gramme hour of peak air time 
would be justified. It is general 
commercial broadcasting practice 
to grade air time, according to 
its potential listenership, in A, 
B, and C categories. Using £2,000 
as a possible starting basis for 
A. time, the potential revenue of 
this organisation would be in the 
neighbourhood of £100,000 a 
week, giving an annual turnover 
of £5,000,000 a year. However, 
it must be remembered that the 
British advertiser, in addition to 
his air time, would have to pay 
programme production costs and 
realising the higher standards of 
programming and, incidentally, 
payment which would inevitably 
develop for these artistes and 
creative personnel who would be 
required, it is probable that 
programme talent costs would 
equal air time costs. In the initial 
stages, it is problematical whether 
British advertisers could channel 
£10,000.000 a year into a new 
advertising media. It would, 
therefore, be wiser to visualise 
this state-owned commercial 
broadcasting operation as having 
a potential income up to 
£5,000,000, but with a minimum 
revenue -carning capacity of 
perhaps 50 per cent of the total 
potential 
To realise the full potentialities 
of the British advertiser, it would 
be wiser if our state-owned com 
mercial broadcasting organisation 
were to be in a position to sell 
its time, not only to national 
sponsors, but at certain times of 
the day to regional sponsors, thus 


(Continued on page 130) 
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ADVERTISER'S WEEKEY 


OULD it were possible 
to establish a system of 
licences (tO use certain 
typefaces Perpetua should 
have its protection The more 
elegant the face the more care 
is necessary when using it. Per 
petua is not an all-purpose type 
ike its more robust cousin 
Plantin,; a will not give good 
results except under certain well 
defined conditions, but now every 
day we find it hacked, misused 
ind mated with foreign blood 
Perpetua needs, above all, the 
right printing surface. The light 
weak and scrappy on a 
paper except in large 
notice how the weight 
secs suddenly to increase be 
tween 24 pt. and 30 pt. On thin 
supercalendered it is pitiful, it 
on an antique. If you 
really want the charm of the de 
sign on a surfaced paper use it 
in the bold 
Perpetua needs 
controlled leading 
a8 bad as too little 
The point ws, of that 
Perpetua is a decorated letter 
with graceful curves and exagger 
sted serifs, and like all highly 
decorated art forms, needs care 
ful placing in the nght surround 
ings 


face is 
surfaced 
sizes 


is best 


version 
carefully 
Too much is 


tow 


Course 


No doubt somebody will chide 
me for suggesting it, but Perpetua 
can be used for headings, particu- 
larly the bold or the italics, with 
either Plantin 110 or Times for 
text Though more matter of 
fact, these two faces blend quite 
happily with Perpetua 

I am moved to this protest by 
the sight of two jobs in the same 


PRINT REVIEW 
by 


Brian Hilton 


batch of print which would have 
been very much better dressed in 


Plantin, Times or even Gill than 
in Perpetua. One is a set of 
three large folders for the 
Emidiota, the E.M.L. dictating 
machine, These folders each have 
three or four different kinds of 
script, Gill, Gill Bold and Gill 


itahes with Perpetua for the main 
text set in a variety of sizes and 
measures and with leading which 
apparently just happened 


SOUTH 


C 


LONDON: 80 


EASTERN 


AZETT 


i KENTS OWN PICTURE PAPER 
— Established 


HEAD OFFICE: 


1815 


MAIOSTONE 
FLEET STREET 


Have Mercy On Perpetua! 


Perhaps it does 
not really matter 
from a commercial 
standpoint that a4 
beautiful typeface 
has been musused; 
what does matter 
is that the printed 
pieces are not as 
attractive and read- 
able as they would 
have been with the 


right combination 

of ingredients The average 
customer for a — machine 
may never have heard of Perpetua, 


but surely he has a feeling for a 
good, suitable piece of prin: 
which has the right air of quality 

or perhaps a genuine air of 
urgency if the product is being 
sold on that basis? 

Another otherwise good selling 
job which has been spoiled by the 
ill-considered use of Perpetua is 
a guide book for the beautiful 
town of Henley-on-Thames. The 
articles about the district cover 
a wide field of interest, and the 
book was evidently edited by an 
enthusiast. But it is a pity that 
it should have been printed in 
Perpetua on a supercalendered 
stock of such poor opacity that 
every picture shows through as a 
black patch. Even the most skil- 
ful machiring by the Alden Press 
has not been able to save Per- 
petua from looking like a beauti 
fully gowned lovely riding a 
bicycle. 

* * . 


THE DESIGNER of a 16-page 
octavo booklet for Brook electric 
motors has got away easily with 
One or two saucy devices to make 
his booklet interesting. His pages 
are 30 ems wide, but he has set 
hig text only to 134 ems leaving 
104 ems margin in the foredge 
and 6 in the gutter. The narrow 
columns, in 8 pt. Gill, are effec- 
tive 

His second colour is grey, used 
for rules and for headings and 


Acquisition of kn 
well printed brochu 


“Saucy devices” in the booklet 
for Brook electric motors. 


captions which are set in Gi'l 
Bold to carry enough colour. 
Finally, the page numbers are 
not at the foot of each pag:, 
but wherever they can be con- 
veniently placed, sometimes two- 
thirds up on the right side of the 
page. , The legend is “Page 11” 
(or whatever the number is) and 
the two parts are divided by a 
short bold rule inthe second 


colour. This trick sounds irritat- 
ing, but it isn’t. Brook Motors 
advertising department and 


G. F. B. Colman of Northampton 

produced the book, which was 

printed by Chorley & Pickersgill. 
* * * 


WHAT IS THERE new to say 
about the Encyclopedia Britan- 
nica? For years its value as a 
book of reference has been un- 
questioned, and it appears to 
have withstood all challengers. 
But a new edition needs advertis- 
ing just as much as the last 
indeed it may need more selling, 
for each edition increases the 
number of owners, and one prob- 
lem must be to persuade people 
to replace out of date sets 

A brochure to publicise the 
new edition has just been pro- 
duced by T. B. Browne Ltd. 't 
is handsomely designed and well 
printed. The cover is striking. 
On a black ground the world 
drawn like an apple is seen falling 
from a tree (of knowledge?) into 


< k 


- 


dge is the theme of a handsomely designed and 
publicising the latest edition of the Encyclopedia 
Britannica. 
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down to the station 


- 


aT 


...to place 


they can’t dodge 
the impact of 


unified Transportation Advertising 


Whether they’re off to the Test Match or down to able to address their enquiries about this Trans- 
the sea, the co-ordination of advertising on all the portation Advertising to one central department 
vehicles and properties controlled by the British Here they can book space on whatever vehicles or 
Transport Commission will be bound to take effect. sites are suitable for their own particular campaign 
And advertisers have now the advantage of being All enquiries should be addressed to: 


COMMERCIAL ADVERTISEMENT OFFICER 
BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C.2. TELEPHONE: TEMPLE BAR 3490 
SCOTTISH OFFICE: 7 CASTLE TERRACE, EDINBURGH. TELEPHONE: EDINBURGH 131021/2 
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EVERY BOY wants a * bike’ complete with all accessories and 
gadgets. A recent analysis of correspondence from readers 
of BOY'S OWN Paper shows that 80° was on the subject 
of cycling. Because of its importance, both to our readers 
and industry, B.O.P. gives special prominence to this famous 
sport. Articles appear every month giving up-to-date news 
of the latest models and accessories. 


i Ws." poe ee 
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ae 


These Advertisers know the value of B.O.P. 


cece 


1. B BROOKS & CO. LTD BSA. CYCLES LTD 


COUNTY CHEMICAL CO CURRYS LTD 
S| CYCLO GEAR CO. LTD DAYTON CYCLE CO. LTD 
| DUNLOP RUBBER CO. LTD FIBRAX LTD 


THE HALFORD CYCLE CO. LTD 
JENSON & NICHOLSON LTO 
MANSFIELD & CO. LTD 

H. MILLER & CO. LTO 


JOSEPH LUCAS LTD 
THE MIDLAND GEAR CASE CO. LTO 
OVERSEAS ENGINEERING CO. LTO 
RALEIGH INDUSTRIES LTD 
1. A. PHILLIPS & CO. LTD HERBERT TERRY & SONS LTD 
THE RESILION CO. LTD VITALITY BULBS LTO 

THE HERCULES CYCLE & MOTOR CO. LTD 


Is it included in your schedule? 


George H. Phipps, Advertisement Manager, 
Lutterworth Periodicals Ltd. 35 John Street - 
Tel. CHA 61512 


w.c.l 


an outstretched hand. The text 
reads: “An opportunity to acquire 
all the knowledge you are ever 
likely to need.” 

This theme of the acquisition 
of knowledge is developed inside 
1 would have thought “informa- 
tion” a better word than “know- 
ledge,” which implies comprehen- 
sion—-something not necessarily 
acquired by turning up even the 
finest book of reference. A 
quibble? Maybe, but a great 
majority of the people who recog 
nise the need of more informa- 
tion are educated and may sit in 
judgment on a selling phrase 

The front cover of the book 
is in full colour, the rest in black 
with pale brown as an effective 
second colour 

* 


. * 
Dictocraru TeLerHoNnes Lip., 
are using a personalised shot 


with the slogan “Something more 
precious than time may be lost 
by . . . (recipient’s name).” The 
shot is a simple two-colour folder. 
Front cover shows the segment 
of a clock face with heads of 
people replying negatively to an 
inquiry for an elusive man 
urgently wanted 

First left-hand page has a letter 
in typewriter type —effective in 
giving variety to the pages but 
obviously no lettc--—-while the 
right hand page carries detail 
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A personalised shot for Dicto- 
graph Telephones. 


copy. As so often happens, the 
compiler didn't seem to know 
quite what to do with the back 
page. 

A business reply postcard went 
out with the shot. 

* * * 

ONE STUDIES with some interest 
a book published by William 
Jessop & Sons Ltd., the steel 
people, because, of its 135 pages, 
96 consist of tables of character- 


istics, treatments and uses of 
various special alloy and tool 
steels. 


Most of the tables are set across 
two pages. The generic heading 
“Special Alloy and Tool Steels” 
is set in a bold Egyptian across 
the top on a graduated red and 
black airbrushed band one inch 
deep. Below this is the particular 
heading of the table such as 
“Alloy Tool Steels.” This line is 
set in Corvinus caps. The actual 
wording in the tabular matter is 
set in Cheltenham (or Gloucester) 
Bold (some in caps and some in 
Le.), in Cheltenham Light caps 
and in Light italics l.c., while the 
figures are in a sanserif character. 

Here is a mixture indeed, but it 
all sits happily together except 
for the Corvinus which looks 1n 
odd man out 


1OHOL STEELS 
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An example of the 


hular treatment of information given in William 
Jessop & Sons 


book, 
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— Hf nd In 
San (Hao 


The Midlands is an agricultural as well as an industrial region. Its farming community 
is prosperous and mobile, Midland farmers as well as Midland industrialists read the 
Post—sometimes they are combined in the same individual. The very latest national 
and international news, plus authoritative comment on regional affairs makes the 
Birmingham Post—daily—one of the few great “ provincials”’ that are essential for “ A” class 
marketing in town and country. ‘ 


ti-t.—— 


* Diagram based on population of slated Midland: 
tous taken at last census. Berranghamn approximately 
one vtddeon. 


To cover the Midlands first cover Birmingham 
The Birmingham Post 

Morning Daily Member of A.B.C. 

Birmingham Mail Birmingham Weekly Post 


Evening Daily The Family Journal 


38 NEW STREET, BIRMINGHAM 2 London Office: 88 FLEET STREET, E.C.4 
Branches at Blackheath, Bromsgrove, Coventry, Dudley, Kidderminster, Leamington Spa, Redditch, Tamworth, Walsall and Wolverhampton 
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Transport advertising with a background 
of sixty years experience 


Sixty years in terms of advertising history is an age. or nation-wide transport advertising campaigns but 
An age then, in which we have concentrated on trans- also the whole task of production from designing or 
port advertising and—it was inevitable—pioneered its adapting advertisements right through to routine 
development. The accumulation of this vast ex- inspection anywhere. For this purpose we have our 
perience and hard-won specialist knowledge backs our own studios, poster printing plant, signwriters, erection 
service, a transport advertising servic: in every sense gangs and inspectors. Our organisation is ready and 
complete and co-ordinated, We can and do under- able to solve, in the simplest and most economic way, 
take not only the entire planning and booking of local any and every problem of transport advertising. 


ehh a a 


MASONS 


a comprehensive transport advertising service 


FRANK MASON & CO. LTD . 33, NORFOLK STREET, STRAND. LONDON. WC 2 Phone. Temple Bar 2044 
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Bright future for the 
industry if— 


While generally approving the aims of 
the Control of Advertisements Regulations, 
the panel come out strongly for a standard 
definition of “amenity” and a speeding up 
of appeal machinery. Faith in the future 
is unanimous, but two members would like 
more statistical information, and four think 
poster design could be better. 


QUESTION | 


What is your opinion of the 
effects of the Control of Adver- 
tisements Regulations on out- 
door advertising to date? In 
what way, if any, do you con- 
sider the Regulations could be 
improved? 


R, W. King: Most of us viewed 
the operation of the new controls 
with natural anxiety, but the first 
effects have not proved as severe 
as they were expected to be. 
However, the real testing time is 
yet to come, and August 195}, 
which will see the end of the 
first three vear “give and take” 
period, will probably bring some 
severe jolts 

Without question, and I think 
every advertising man would 
agree with this, the regulations 
were sorely needed, and will 
eventually prove their worth, not 
only by raising the standard of 
siting, but also by putting the 
industry on an official and re- 
cognised basis 

The planning authorities have, 
in most cases, tried to be helpful 
and co-operative. The regulations 
would, however, be vastly im- 
proved if the time lag between 
the application and the decision 
could be speeded up. There has 
also been a tendency for local 
planning officers to give rein to 
personal opinion and make 
changes and modifications to in- 
dividual boards or schemes as a 
whole, solely to assert their 
authority. Here again, a reason- 
able man would make allowance 
for the fact that a new era has 
dawned and without precedents 
to guide them, it is difficult for 
planning committees to work to 
a common measure 


J. M. Beable: The regulations 
are at present going through their 
teething stage. and we are all 
somewhat floundering 

Some local authorities take 4 
broader view than others, but 
there seems to be no pattern to 
which we can work, indicating 
what is likely to be allowed, and 
what is not. Even the results of 


appeals to the Minister lack con- 
sistency 

Some local authorities, possibly 
through ignorance of the regula- 
tions or lack of understanding of 
them, are stipulating conditions 
which they are not entitled ito 
impose. Others quite brazenly 
say they will only give consent if 
their dictates are accepted, other- 
wise they will fight the industry 
all along the lines 

In some cases consent is re 
fused on the grounds of public 
safety, and. on appeal, the 
Ministry reject this but refuse 
the appeal on the grounds of 
amenity. In such cases the poster 
contractor has had no oppor- 
tunity of stating his case on these 
grounds. This is surely unjust 

If properly implemented, there 
is nothing very much wrong with 
the regulations—except the in- 
tolerable delay on appeal. In one 
case application for consent was 
made in July 1949, and on re- 
fusal, appeal was made to the 
Ministry in August of that year 
Yet the decision has only just 
come through, nearly 12 months 
after the original application! 

E. Shurly: The state of affairs 
could be improved if Mr. Silkin's 
promise to repeal local enact- 
ments were carried out. Then 
there would be one code in opera- 
tion throughout the country 

In one other direction the 


R. W. KING, 


G. S. CAMPBELL, 


E. SHURLY, 
the Sign King. 
J. M. BEABLE, 


THE PANEL 


director, Greenly’s Ltd. 


managing director, 
Electrical Co. Ltd. 


chairman and managing director, Harris 


managing director, A. A. Sites Ltd. 


A. R. M. SEDGWICK, 
advertising manager, Gillette Industries Ltd. 


regulations must be improved 
At present, the Minister has 
dictatorial powers, and | have 
been suspicious from the start of 
this control by one individual 

When Mr. Silkin was Minister 
we had co-operation, but by ao 
means our own way The 
Ministfy’s actions were reason- 
able. With the new Minister there 
seems to be a hardening of attr- 
tude and results are not so 
reasonable 

I consider the final decisions 
should not rest with a single in 
dividual but with a body on 
which all sides are represented 
under an independent chairman, 
the Ministry attending in an 
advisory capacity 

G. S. Campbell: My answer to 
this question is, of course, purely 
from the point of view of a 
manufacturer of illuminated 
signs The regulations have 
placed a great additional burden 
on the industry in that separate 
application has to be made for 
each illuminated advertisement 
The planning authorities would 
appear to take a reasonable view 
as to the necessity for such ad 
vertising, but the delay in the pro- 
cedure has made it extremely 
difficult to plan production 

I have three suggestions for 
improving the regulations 

Extension of the specified 
classes by the inclusion of 


The Franco-British 
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OUTDOOR ADVERTISING SESSION 


Govt. Introduces A 
Common Control Code 
For All Authorities 


illuminated signs. In the very 
rare event of prejudice io 
amenity or safety, the local 
authority would have the 
remedy of challenge 
Reconsideration of the whole 
procedure in connection with 
areas of special control, It is 
doubtful whether such areas 
are, in fact, necessary, and 
whether they accomplish any- 
thing which cannot be achieved 
by the proper exercise of 
general contro! when the period 
of grace has expired 
If the special area provisions 
remain, special consideration 
should be given to garage and 
hotel premises m rural areas 
While special provision has 
been made for advance signs 
for such premises, no provision 
has been made for non-illumin- 
ated signs in excess of 12-inch 
letters or for illuminated signs 
at all 
Every effort should be made 
io speed up the whole procedure 
under the regulations so that out- 
door advertising may be used 
freely by the commercial adver- 
tiser without interminable delay 
A. R. M. Sedgwick: When the 
regulations came into force there 
must have been a widespread 
misgiving among the pundits of 
the poster world, both those with 
space to sell and those with 
money to spend. Yet no respect- 
able member of the advertising 
profession-—and most of them are 
respectable—-will quarrel with the 
aims of the Control of Advertise- 
ments Regulations 
The effects of control to date 
can, from the public's viewpoint, 
most obviously be appreciated by 
the virtual disappearance of fly- 
posters. Like the insect from 
which they take their name, they 
made themselves chiefly notice- 
able by their ability to annoy. 
There can be few self-respecting 
persons sorry to see them go 
Undoubtedly contro! is having 
effect in diminishing the number 
of unpleasing poster sites, though 
this process is necessarily less 
marked: not until August 1951 
will the full effect be noticeable, 
for at that time all sites in exist- 
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GO BY BUS- Few YF 


Advertising Department a 


to the Provincial | Sco" 


provincial bus companies, 


' operating some 6,500 

Markets HH buses, and carrying over 
TH 1,300,000,000 passengers 

a year. Maps showing the 


coverage and routes of the 
individual companies are 
available on request. 


BIRMINGHAM AND MIDLAND Motor 
Omntisus Co. Lrp. (MIDLAND Rep’) 


East Miptanp Motor Services, 
Ltp. 

GATESHEAD AND Dristaict TRAMWAYS 
Co. 


ro 


Hesse Motor Sexvices, Lrp. 


Nortnexn Generac TRANSPORT Co, 
Lip. 


: 
) 
) 
) 
: 
) 


Noagtu Western Roap Car Co, Lrp. 


Porrertes Motor Traction Co. Lrp. 


Risetse Moror Services, Lrp. 


Sourm Wares Transport Co. Lrp. 
SUNDERLAND Disteict Omnisus Co. 


Trent Motor Traction Co, Lr. 


TynemoutTH AND District 
Transport Co. Lip. 
Tynesips TRAMWAYS AND 
TramMroaps Co. 


Western Weise Omnisus Co. Lr. 


THE B.E.T. FEDERATION LTD. 0 iaeammecenetan 


“ Yoresturre Woourten Distaicr 
88, KINGSWAY, LONDON, Wc. TELEPHONE: HOLBORN 7888 Transport Co. Lrp. 
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ence before January 7, 1947, can 
become the targets’ of local 
planning authorities 

Just as no schoolboy, however 
dim-witted, hopes to satisfy his 
examiners without studying 
beforehand demands that they 
may make of him, so poster 
contractors now do not waste 
their time, for time to them is 
money, in putting forward sites 
that they know will not meet 
with official approval. And 
here, to my mind, is the rub 
resulting from all this control. 
We know only too well from 
past experience that control 
brings in its wake an army of 
form-fillers. The waste of time 
that ensues, and the necessary 
increase in staff, brings about an 
inevitable increase in overheads, 
with the result that the contrac- 
tor has eventually to increase his 
prices 


The spirit of co-operation be- 
tween the controllers and the 
about - to - be - controlled that 
attended the framing of the Act 
has not generally been reflected 
in the dealings between contrac- 
tors and the local planning 
authorities. Some local authori- 
ties administer their duties with 
a full and fair appreciation of 
both sides of the question, but 
others, left to place their own 
interpretation on the word 
“amenity,” tend to repress. There 
is always the opportunity of 
appeal to the Minister, but no 
Minister, however broadminded, 
can continually reverse the deci- 
sions of his subordinates. There 
is need for a closer definition of 
“amenity,” and for a less arbitrary 
attitude on the part of some 
authorities 


QUESTION 2 


Do you agree that advertisers 
need more statistical informa- 
tion about “readership” and 
remembrance of posters, oF 
about the coverage to be ob- 
tained by outdoor or transpor- 
tation advertising campaigns? 
If the answer is Yes, what kind 
of information is required and 
how should it be obtained? 


J. M. Beable: I don't know 
that advertisers need more statis- 
tical information about “reader- 
ship” and remembrance of 
posters, but I must admit that 
some directions there is a clamour 
for this kind of information 
Quite frankly, as it is all based 
on surmise and is not factual, 1} 
question its value; in fact, I feel 
that in many cases it is definitely 
misleading 

As regards coverage, I fail 'o 
see what additional information 
can be given other than the full 
address of the sites occupied by 


 WEZIIZZ) “The spirit of co-operation between the controllers and about-to-be-controlled that 
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attended the framing of the Act has not generally been reflected im the dealings between 


R. W. King— 
Lists should show illustra- 
tions of every site bearing 


@ common code.... 


the poster, and the size of the 
bill, except perhaps some factual 
information about the town itself, 
the class of its inhabitants, and 
their business activities. 


It may be, of course, that in 
the case of transportation adver- 
tising certain information as re- 
gards the number of bus routes, 
etc., and passengers carried may 
be useful to an advertiser, but the 
route the bus takes is of greatest 
importance. 


R. W. King: Most contractors 
have few illusions about the tre- 
mendous task of supplying de 
tailed statistical information about 
readership and remembrance of 
posters, but in the long run, and 
the sooner the better, this infor- 
mation must be made availab'e 
to agents for their clients. Every 
major site at least should carry 
with it as many facts as possible 
about its actual position, who 
passes it, the type of people, age 
and sex, where they are going, 
where the road leads to, and its 
relationship to the nearest high 
streets and shopping areas 


With the improvement of sites 
forced by the planning regula- 
tions, this kind of statistical infor- 
mation should automatically 
begin to show up, and before 
very long site lists should show 
illustrations of every site bearing 
a common code, which would in- 
dicate the value and position and 
so on 


1 was very interested to find 
in the United States that one of 
the regular commissions under- 
taken by research firms is that 
of checking, in the street and in 
the position commanding the best 
view of a particular sign, the 
number of people that pass in a 
given time, and a spot check by 
interview of the passers by. This 
will come. We shall see this a 
reality on this side of the 
Atlantic one day, and as every 
penny of expenditure must be 
watched to bring the maximum 
effect. it may be sooner than we 
think 


Transport contractors will most 
certainly have to fall in. A lead 
has already been given by Lon- 
don Transport, and no doubt 
their information will be made 
more detailed as demand requires. 


G. 8S. Campbell: | consider the 
average commercial advertiser is 
well able to gauge the results of 
the forms of advertising he 
adopts, and that the most import- 
ant statistical information is the 
trend of sales of the product ad- 
vertised. 


E. Shurly: We do not want 
statistics for the sake of statistics 

based on fantasies and guesses, 
as in a recent publication, Re- 
membrance statistics are interest- 
ing, but as they naturally only 
cover a cross-section they are 
only interesting, although intelli 
gent study of them is helpful 


A. RR, M. Sedgwick: Any ad- 
vertiser who wants more from 
poster advertising than the mere 
self-gratification of seeing his 
name in large letters needs to 
know all he can about the atten- 
tion value and pulling power of 
the sites that he chooses for his 
message At present, in the 
absence of other information, 
one often tends to judge the 
value of a poster site by the 
price that is put on it by the 
contractor. There is no equiva- 
lent in poster advertising to a 
circulation figure quoted by a 
newspaper, but there are certain 
basic fundamentals that could be 
worked into an established code 
for the benefit of advertisers. A 
standard poster classification 
giving answers to the following 
would be of great benefit 


Can the sign be seen from 


There is need for a leas 


more than one direction? 

Has it a long approach? 

is it lit at night or does tt 
benef from street lighting? 

is it a solus site or is it in 
competition with other posters, 
and how many? 

Has it @ surround? 

Can both pedestrian and 
vehicle traffic see%? 

is it in @ populated part of 
the town? 

What height is it from the 
ground? 

These things an advertiser can 
find out for humself if he has the 
organisation and the time at his 
disposal, Few have, and a basic 
code would provide the adver- 
user with a means of assessing 
and comparing the value of each 
site without actual inspection. 

More information on reader- 
ship and remembrance of pos- 
ters would undoubtedly help the 
advertiser, but to be of real help 
such information must be en- 
tirely reliable; it is difficult to 
be accurate, as what holds good 
for one design on a given site 
does not necessarily apply to 
another design ir the same posi- 
uon, 


QUESTION 3 


Is the standard of poster 
design and art as high as it 
should be’ If not, what are the 
reasons and how should the 
position be improved? 


J. M, Beable: There is plenty 
of room for improvement in the 
standard of poster design. With 
some exceptions, of course, we 
never seem to be able to get 
away from the old-fashioned 
form of poster, without delving 
into the realms of fantasy and 
newspaper layout. This is prob- 
ably due to the fact that so many 
poster designs come from the 
studios of advertising agencies, 
which know little about outdoor 
advertising to begin with, and 
carry out their art work with the 
background of a Press mentality. 

This tendency has, to a great 
extent, been due to the attention 
given to the designing of double 
crown and small bills for Lon- 
don'’s Underground § Railway, 
where this form of technique 
may, in some directions, be 
satisfactory. It should be borne 
in mind, however, that what 
makes «a good double crown 
poster does not necessarily make 
an efficient full size 16-sheet, and 


E. Shurly— 
We do not want statistics 
for the sake of statistics... . 
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. The Owl 
that refuses to die 


When some of our more prominent advertising executives were sucking sherbet dabs or smoking dried leaves 
the potting shed—in fact, many years ago—a poster was displayed bearing this message : 


“ They came as a boon and a blessing to men, 

“The Pickwick, the Owl and the Waverley pen.” 
If we walked into our stationer’s today and asked for an ‘** Owl,” he would look askance, because this pen, like the 
poster, has been out of circulation for years and years. But the “Owl” sull lives and so does the slogan because 
a good poster makes a permanent impression on millions of minds. 
Is your product name engraved on the minds of your customers? Or is it possible that someone else could wash it 
out of the public consciousness by out-advertising you ? To be predominant and permanent, the poster medium 
puts you on top and keeps you there. 

As a first step .. 


We should like to discuss with you locations and allocations. In the Mills & Rockleys Region, you will find that 
a new and distinguished type of poster presentation has replaced 
the old cheek-by-jowl jostling of ‘the hoardings.” Moreover, you 
will have the choice of several compact areas in which you can The MILLS & ROCKLEYS Region 
test, for a relatively small sum, the merits of different designs 

and the truth of our assertions. 


—_ * 

GLOUCESTER 

a nu 
IPSWICH 


LEICESTER 

LUTON 

NORTHAMPTON 

NORWICH 
NOTTINGHAM 
OXFORD 
PETERBOROUGH 
TORQUAY 
TAUNTON 


WORCESTER 


DID YOU KNOW? 


. KIE 7” “ENC F f RI You « reach nearly 2,000,000 families through 
MILLS & ROCKLEYS LTD + 21 QUEENS ROAD » COVENTRY POstc ivertising in the Mills & Rockleys Region, 
whict retches from Ipswich to Evesham, from 
Pontefract to Paignton 
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Juty 20, 1950 


King, speaking “as an exponent of the simple school,” finds fault with seme of the 


“crowded and complicated designs used on posters to-day.” 


there is too much of a tendency 
to let one design do for both 

In a recent poster competition 
many of the designs, which were 
highly commendable printed in 
double crown size, would have 
been perfectly hopeless as full 
size posters. 

. M. Sedgwick: Poster de- 
sign has in past years suffered in 
the battle for the survival of the 
fittest, and in few instances is the 
fittest that which is wxsthetically 
most pleasing 

Some months ago the B.B.C. 
programme, “The Critics,” dis- 
cussed the merits and demerits 
of the Ideal Home Exhibition 
They ranged themselves princi- 
pally into two groups, those 
whose first aim was for the 
esthetics of stand design and 
those who primarily sought a 
stand with high sales value. 
There were also those who 
wished for a combination of both 
qualities. It is this middle course 
that we need for poster design. 
The fact that, in the past, our 
posters have been fighting one 
against the other in close prox- 
imity for attention has tended 
to make poster design crude and 
blatant. The standard of poster 
design and art is not as high as it 
should be, and comparison be- 
tween this country and Switzer- 
land will prove this point. 

There is no doubt that it is 
improving, partly due to the 
greater amount of moncy that has 
been invested in poster advertis- 
ing in post-war years, the ability 
to employ the more highly skilled 
artists, and the move towards bet- 
ter placing, construction and 
maintenance of poster sites 

R. W. King: As an exponent 
of the simple school, which seeks 
to put over a simple lively idea 
in a manner that is quickly re- 
membered and identified with the 
name of the product, it is natural 
that I should criticise some of 
the crowded and complicated de- 
signs used on posters to-day 
Many of them are colourful and 
interesting, but fail to leave a 
memory of the product name 
behind them They are con- 
sciously clever but not good ad- 
vertising 

Only rarely do adaptations of 
Press advertisements make good 
posters, and the design should al- 
ways be carried out with the site 
itself in mind, or at least in those 
cases where individual sites are 
under consideration 


for Ente vise 


inali 


The question of eye levels and 
average viewing distances § is 
very important. Where paper is 
used the quality should be beyond 
question. Good inks and paints 
are essential as weather plays 
such an important part. 

E. Shurly: Are posters and 
signs simply a matter of design 
and art? Their main object should 
be the delivery of the message 
Signs are invariably objective, 
but they could do with more of 
the art and design with .which 
posters can so often be credited 

G. 8S. Campbell: It seems to me 
that there is a tendency to in 
crease the amount of wording on 
posters instead of relying on the 
appeal of the short, sharp mes- 
sage and pictorial representation 


QUESTION 4 


What is your view of the 
future of outdoor advertising’ 
What developments are likely 
within the next ten or twenty 
years 
E. Shurly: You might just as 
well ask what is the future of 
the British Empire! This is not so 
foolish scause our Common- 
wealth is built on trade, and 
trade depends on advertising, and 
advertising has manifold facets 
It reaches from the factory to the 
point of sale and, if one of ¥- 
connecting links is overlooked, 
has a detrimental effect on he 
whole 

Outdoor advertising is probably 
the most important intermediary 
agency employed Commercial 
firms, competently run. are fully 
aware of this, and it is surpris 
ing (or is it?) that it is just these 
firms which are successful. Other 
firms, not so aware, need educat- 


12, mMIGH HOLBORN, w.c. 


A. R. M. Sedgwick— 


It is this middle course 
that we need... . 


Increased competition is cer 
tain, and with it will come even 
greater prosperity for all adver 
Using, including outdoor 

It is difficult to say what form 
developments will take, but | 
would suggest better use of elec 
tricity and a greater appreciation 
of novelty effects. But what has 
science got in store for us? The 
firm or designer who can produce 
new, novel and attractive forms 
of outdoor advertising will be in 
the forefront of the race 

The basic essential must be learnt 
anew—simple matters like good 
lettering, well thought out colour 
schemes and designs and, above 
all, the aim to achieve the objects 
desired. A resuscitation of appren 
ticeship and the achievement of a 
united outdoor publicity associa 
tion, which I have urged for 
years, are some of the spokes in 
the wheel necessary for the 
future prosperity of the industry 
I consider such an association to 
be the most necessary develop 
ment. We have got to get together 
and build our industry anew, so 
shaping its methods that outdoor 
advertising will be one of the 
beauties of England. 

R. W. King: It is a generally 
accepted principle that outdoor 
advertising is rarely practised 
without Press advertising in con 
siderable strength Indeed, the 
advantage of Press advertising, 
from the agent's point of view 
at the moment, is that he has 
Statistical data to support his 


ADVERTISER'S WEEKLY 


Many posters, says 


judgment, and 
watch on the 
voucher copies 

However, | firmly believe that 
outdoor advertising has a big 
future, as a rival medium to the 
Press, if the undustry works to 
gcther effectively and with unde: 
standing and co-operation 

With the provision of more at 
tractive sites, careful siting, and 
statistical information, the adver 
tising agent in his turn will pro 
vide a department for regula: 
inspection and site improvement 
such as is practised by the com 
parative few of us al the moment 
In this way outdoor advertising 
could stand on its own for a full 
campaign for certam products 

The advertising profession as 
a whole, the outdoor publicity 
contractors and the gencral pup 
lic are all going to benefit from 
the steady improvement in the 
visual effect of outdoor advertis 
ing, and most of us will, | am 
sure, pay tribute to the vigorous 
able men in the billposting indus 
try who are already making suéh 
noble efforts to turn their sitos 
into something that is an attrac 
live asset to any street of neigh 
bourhood 

J. M. Beable: Outdoor 
tising has been so firmly estab 
lished over the ages that I feel 
it must have a permanent future 
Undoubtedly, apart from im 
provements which would nor 
mally have been made in the 
method of display, an accelera 
tion of these changes has come 
about due to the control of ad 
vertisements under the regulation 

There will be a tendency, | 
think, not entirely towards the 
purely solus advertisement, as 
some people seem to think, but 
at any rate. towards a lesser 
number of posters on any one 
site There will be a higher 
standard in the circulation value 
of sites. and the rates paid by 
advertisers must of necessity be 
correspondingly higher, but if 
this were carried to too much of 
an extreme, it would do away 
with one of the main, valuable 
features of outdoor advertising 
namely repetition 

(Continued on next page.) 


can keep careful 
campaign from 


adver 


J. M. Beable— 
A tendency towards fewer 
posters per site... . 


. einai Manager 


Britains By 
Outdoor Ad 
ntractors 


G L. McLELLAN 
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G. A. Shankland Ltd 


GRAFTON WORKS, GRAFTON RD., N.W.5 


. 
Mie 


GULLIVER 5595-6 


- THE SYMBOL OF FINE QUALITY 
~ SILK SCREEN PRINTING AND DISPLAY 


. 


29 


“OUT OF SITE - 


Pm abit * Ba. 


POST MA 
MANCHESTER BILLPOSTING CO. 17? 


OUT OF MIND2~ 
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CHESTER & PROFIT 


/ 


BOOTLE STREET + DEANSGATE MANCHESTER 2 


a ; 
| P your market among the , 
people at home and abroad who 


manufacture or ase metals ? 


METALLURGIA 


Tram 40 
1S YOUR ADVERTISING MEDIUM 


THE KENNEDY PRESS LTO 
1OnooN 


STREET WEST. MANCHESTER 3 
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IN PRINT -1950 


“A quick gaze into my crystal tells 


me that we can look for more 
animation and _ three-dimensional 


There will be a better planning 
of sites, in the sense that they 
will be designed more in keeping 
with the surroundings, and there 
will be some development of the 
garden idea, although I think 
this will be impracticable except 
in the cause of sites of special 
value 

G. 8. Campbell: Outdoor ad- 
vertising is an essential part of 
the commercial structure and will 
continue progressively in the 
future. It may well be that the 
volume of outdoor advertise- 
ments may decline, but progress 
will continue to be made in the 
standard of individual advertise- 


ments and the power of their 
appeal 

1 am sure that the contact 
established between planning 


authorities and advertising in- 
terests is contributing to an 
understanding of the problems 
involved on each side, and that a 
firm basis of co-operation will 
eventually be evolved 

A. R. M. Sedgwick: Any ad 
vertising visitor to the States 
will be quickly impressed by the 


. 
Newcastle Oasis 
NOTHER example of the 
efforts which are being made 
by outdoor 


advertising = con- 

tractors to wmprove the amenitics 
comes from Newcastic-on-Tyne 
where, in West Road, David 
Allen & Sons Ltd. have recently 
built the hoarding illustrated here 
The site is on a main road, 
and consisted of derclict land 
enclosed by a ‘ ose-boarded 
fence The idea erecting a 
modern hoarding, set back, with 
its own lawn, its crazy paving 
and rustic seats, guined the ap 
proval of the Newcastle planning 


authorities, and ¢t result has 


Construction of this 


The site 


effects in the poster of the future.” 


standard of 
and the widespread use that is 
made of colour photography in 


poster presentation 


building the poster design. This 
must in large measure be due to 
the extremely high standard of re- 
production that is available to the 
American advertiser 

British poster advertising will 
certainly benefit in future years 
from advanced colour printing 
processes, and the scope of the 
British poster designers will ex- 
tend to new fields. 

We must expect a progressive 
increase in the number of solus 
sites and a corresponding drop 
in the number of hoarding posi- 
tions This development in 
larger sites will give further scope 
to the designers to plan more 
along American lines and let more 
daylight into the poster design 

A quick gaze into my crystal 
tells me that we can look for 
more animation and three-dimen- 
sional effects in the poster of the 
future. 


END OF SESSION 


Was Waste Land 


been the subject of much favour- 
able comment locally 

The structure is interesting in 
that the minimum amount of 
timber was used in its construc- 
tion. The main supports are of 
iron, and the moulded panels are 
made up of aluminium sheeting 
surrounded by rolled aluminium 
mouldings. Even the trellis work 
is stamped out of aluminjum 

The hoarding, which accommo- 
dates four 48-sheet panels, was 
built by the company's own staff 
It is of a pattern which David 
Allen are now standardising 
whenever the ground conditions 
permit 


David Allen hoarding is largely in aluminium. 
was previously derelict land 
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YOU STAND OUT ON... 


ADVERTISER'S WEEKLY 


A SOLUS SITE 


“Vik 


You're lifted out of the rank and file when you’re on a Solus board 


NATIONAL . .. Out on your own where people will see and absorb your 


message. National Solus Sites have all the best positions in the 


S 0 L U S well-populated areas throughout the country. When you put your 


SITES LTD 


$6/60 STRAND 


POINT of VIE 


near the point of sale 
for the million people 


of BIRMINGHAM 


Poster sites by 


Sheffields 


LIMITED 


PUBLICITY HOUSE. CORNWALL ST 
BIRMINGHAM 3 


poster on a National Solus Site you’re well in the public eye. 


LONDON w.c.2 : TELEPHONE TRAFALGAR 4922.3.4 
Members of the Solus Outdoor Advertising Association 


sod Show 


The aim and object of all Sheldon Poster 
Advertising is to ensure that everyone 
has a good show. To do this much time 
and thought has been devoted to improv- 
ing the architectural appearance of 
Sheldon = Stations Overcrowding = is 
avoided by limiting the number: of 
Posters on each Station so as to obtain 
very wide spacing between Posters, 
thereby allowing every Poster to be 
easily seen 

For progress in Poster Advertising consult 
Sheldons 


Sheldons It¢ 


Established |840 


SHELDON HOUSE, QUEEN STREET, LEEDS | 
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ADVERTISER'S WEFKLY 


WHEN YOUR 
READERS SAY- 


"Handy pocket f size, | facilitates 
reading at odd moments. The 


articles keep one up to date with | 


varied 
form "’. 
Divisional Supplies Superintendent 


information in condensed 


**Most interesting. Presented in | 


a form which is easy to read" 
Marketing Director 


‘Congratulate you on a publication | § 


which is so convenient to carry in 
the pocket '” 
Area Supplies Manager 


"Very useful in abbreviated form” 
Area General Manoger 


IT MUST 
BE GOOD 


What's good for the READERS 


* 


COAL & COLLIERY 
NEWS — DIGEST 


7 received many letters from 
4 OAL BOARD Executives 


i the above senti- 


ents — it's encouraging for 


the publishers — it’s equally 
encouraging for the 
ADVERTISERS. 


* 


for full particulars apply to 


HARPER & CO. 
8 Lloyds Avenue, E.0.3 


ROYAL 3838 


is good for the ADVERTISERS. | 


r ~ 
Seeing the Sites? 


WEVE MANY 
“BEAUTIES” 
i” 


LANCASHIRE 


THE (DEAL posTeER cowarr 


The Autotype Co. id. 
London, W.13 . 


pOSTER ADVERTISING 
ASSOCIATION 


Clearly readable 


PHOTOSTATS 


——Negatives and Positives 


24 HOURS SERVICE 
FOR 


Advertising Agencies 
Advertising & Sales 
Managers, etc 


Tip Top work, ot prices that will 
save you money. 


Send a trial order now to 


DOCUSTAT LTD. 


Room 2!, 149 Fleet Street, £.C.4 
Telephone: CiTy 5225 


. a A—— 
ae eC of course 
i 


GIANT ENLARGEMENTS 


up to 80 sq. ft. in one piece 


Brownlow Rd 
Phone : EALing 269! 


POSTER SITES 


BULLETINS 


PADDINGTON 
ADVERTISING 
COMPANY 
. Spring Street, W.2 


PADDINGTON ores/? 
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| the Society's telegraph 
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OUTDOOR ADVERTISING 


20, 1950 


This Earned A Salute 


From The 


CAN assure you that your 
scheme made a very 
great improvement at this point, 


has 


both as regards amenity and road 
| safety, and I am most pleased 
that it has gone through... 1 
do congratulate you on a fine 
piece of work and appreciate 
your efforts to improve the stan- 


dard of advertising in the town.” 


This splendid testimonial was 
written by the Borough Architect 
of Southampton to Southampton 


Poster Services Ltd. after the 
latter had finished the erection of 
| the Yardley display illustrated 
here. The position is in London 


| Road, Southampton, at the junc- 


tion of five roads, and is the site 


of the old library, which was 
destroyed by German bombs. 
The site is leased from the 


Corporation 

The panel on the right-hand 
side is 45 ft. wide x 17 ft. high, 
the plinth being 2 ft. Background 
paint is satin matt finish of pale 


SS ee St | race 


Surveyor 


blue-grey The two panels on 
the left also measure 45 ft. x 
17 ft, background paint being 
satin flat crimson matt. The 
vertical bars are 6 in. x 2 in. be- 
velled at each end, and are 
painted white gloss. The poster 
panel is oversized with a fine 
beading around the poster. 
Masonite letters are used on the 
Yardley letterpress panel, which 
is 15 ft. wide x 5 ft. high and 
painted white matt. The crimson 
gloss letters have a gold relief. 

Eventually, the immediate fore- 
court garden, with its turf and 
flower bed, will have white 
heather on the left and purple 
heather on the right. A gravel 
path connecting the two main 
roads has been laid, and the re- 
mainder of the corner plot has a 
sloped turf edging with three 
flower beds on the surface. In 
due course, the rest of the ground 
will be sown with grass. 

At night the display is lit by 
seven floodlights. 


1 ae Age ae 


The Yardley site in London Road, Southampton, lit by its seven 
Aoodlights. 


Burnley Building Society Poster 


Building socicties are regarded 
in the North as bankers as much 
as providers of the wherewithal 
for buying houses. ( onsequently, 


this new poster from the Burnley 
Building Society emphasises the 
benefits to be gained from 
savings invested in its funds 

The poster was designed by 


L. C. Pierpoint, of H. V. Services, 


and silk screened by E. J. Hyde 
& Son It incorporates the 
Society's coat of arms, recently 
granted. This bears a chevron 
which signifies a roof tree and 


denotes the Society's connection 
with houses. The bees indicate 
industry and are connected with 
c address 
Bees.” An open hand for fair 
dealing and two plants of thrift 
signify savings and security 
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Uefedeveen evems 


need mot chonge 


the course of mmgo'e affetes for 4 
cormary, the Soxtety thar safeguarded 
the sav cogs af the mite people who put 
@ little on ome wide for thowe anforeveen 
events. Mt 2 hewn proved to be enwise 
to leve for today alone 
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MEET THE WOMEN 
WHO MATTER 


SALLY- From 


THE SHOE FACTORY 


Can you imagine hundreds of thousands of pairs of shoes 
of all kinds? That is what | see every day at the factory. 
And they are beautiful shoes too. No matter what part 
of Britain you live in you'll see some shoes in your shops 
which were made here in Northamptonshire. 

We make huge quantities for export too, so I'm always 
working full time. 

Although | know a good shoe when | see one, I'm alsoa 
good judge of value in all the other things | like to buy, such 
as food, clothes, cosmetics, household goods, and so on. 

| always read our paper at night when | get home, and 
| like looking at the advertisements. We all do. 

Take my tip — we are loyal and regular purchasers if 
you give us good value for our money. 


Rate £3.10.0 s.c.i. flat. 


Cast Midland Allied Press Ltd 


ABC Certificate July to a 1949, Net Sales 225, 353 per issue 


lion Advertisement Manager 
GEORGE JACKSON. CLIFFORD'S INN, FLEET STREET, E.C.4 
Telephone : Holborn 36112 
Manchester Advertisement Manoge 
W. NOEL YULE, c/o HILTON & KAY, 4,WATER S REET, MANCHESTER, 8 
Telephone : BLA 0402 


ONE ORDER ONE ACCOUNT ONE RATE ONE MATRIX 


® RAILWAYS ENGINEERING FLOWERS @maTS @FORGING @ TIMBER 
@ CANNING @ BRICKS @BREWING @ MANURES @ SUGAR BEET @ CLOTHING 


@BOOTSESHOES @DOCKS SIRONESTEEL @SEEDS AGRICULTURE @FauUIT 


ADVERTISER'S WEEKLY 


GROUP NEWSPAPERS: 
NORTHAMPTONSHIRE 
EVENING TELEGRAPH, Peter- 
borough Citizen & Advertiser 
(twice weekly, Tues. & Fri), 
Kettering Leader & Guardian. 
Wellingborough News, Rush- 
den Echo & Argus, Thrapston, 
Raunds & Oundle Journal, Lynn 
News & Advertiser (twice 
weekly), Bury Free Press, 
Suffolk Free Press, isle of Ely 
& Wisbech Advertiser (twice 
weekly), Newmarket Journal, 
Market Harborough Advertiser 
& Midland Mail, Lincolnshire 
Free Press, Managing Director 
R. P. WINFREY, M.A. LL.B. 


. a“ 
a 
id 
i 


4 


" ee es \ 

: ps 
ih ae 
c a ue ~ ‘ 

+ ¢ : 
ws = a 

| ee . SS 7 

4 : i “€ ’ 
Bs i a a." : »* ’ 4 

- - Pe es ° 3m ae 

ng — ! “ ‘¢ a . a3 r x 

ay) , Se . ae o~ re ar 

Re : , a ee al & 
ns 4 Ya -s Ra a +9, i bas Ps ® ~* > ? : 

: . a hie tae | 
. a ee a _— an 
fay . ToBI i a cod oo BM Ls ee a . 
ats : he ye ew ‘ap Pe - 4 fe "hg Y . ty ' 
oi oe tgs nae ibe «1 8 ' 

: ' ae gt” eee eae ; 

: ee we 
a - : Dm q 
| ;  — ; | 
~ - tay 4a a F 
er , oA 48 
aa 4 
= i 4 | ' 
= Kp, 

: ' 

‘ _ 

4 ol 

, nm 

: Ds 
; a “tala 
a mo 
sane 2 by 


ace 6 Om OM ARE ME 


ADVE 


HOW TO MAKE | 


1000 CALLS 


RTISER'S WEEKLY 
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.-- IN CANADA 


Canada's railways traverse over 57,000 miles— 
from St. John’s, Newfoundland to Victoria, B.C. is 
a distance of 4,365 miles. To cover this tremen- 
dous, scattered area requires a big sales force, 
unless you use selective advertising to reach your 
prospects. 


Firms selling successfully in Canada use trade 
journals to make thousands of “‘calls’’ regularly 
week by week, month by month, between their 
salesmen’s visits. 

The B.N.A. comprises over a hundred strong, 
effective trade papers and other selective peri- 
odicals. Single publications or small groups can be 
chosen which circulate (on a strictly audited basis) 
to exactly the potential customers you wish to reach, 

Airmail your request for information about any 
class or type of industry, commerce or retail trade 
and we will gladly and immediately send you 
market data and sample copies of publications 
covering your markets.* 


*You moy see copies of Ca 
at the offices of the : 
im London, | 


fian business po; 
yovernment Trade mmissioner 


Glasgow, Belfast 


137 WELLINGTON ST. 
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| COMMERCIAL BROADCASTING 


Jury 20, 1950 


(Continued from page 114) 


tapping a much greater potential 
source of advertising revenue 

The incentive given to the ad- 
vertising business by the intro 
duction of commercial radio as 
a potent and accepted medium of 
advertising would be enormous 
Naturally, it would be some 
months, if not years, before the 
business as a whole could en 
tirely orientate itself toward 
handling competently and com 
prehensively the new medium at 
its disposal. It would, however, 
given an immediate incentive and 
advantage in that British adver 
tisers would be able to use, on 
the home ground as it were, a 
medium which is among the most 
valuable to them all over the 
world. Kt is unfortunately only 
too true that, in the British 
Dominions and many other 
countries, a British advertiser is 
usually far behind his American 
competitors in making use of the 
important commercial radio 
medium and this is generally due 
to the fact that the home office 
has little or no experience of 
commercial radio 

At least one large British 
owned international organisation 
partially justifies its current com 
mercial activities from Con- 
tinental stations on the basis that 
it is absolutely essential for its 
home office advertising depart- 
ment to gain first hand experi- 
ence in commercial broadcasting 
Those British advertisers, and 
there are a considerable number, 
who are currently using Con- 
tinental stations, primarily Radio 
Luxembourg, would obviously 
be at a considerable advantage 
over their competitors should 
commercial broadcasting come 
to Britain, for the school of ex- 
perience is the only school worth 
counting where an advertising 
medium is concerned 


. * * 


[' goes without saying that 
our state-owned commercial 
broadcasting organ 
only be likely t& 
entertainment service 
to the present B.B« 

be in a position to take full ad- 
vantage of the cor titive spirit 
which will develop among 
British advertisers with the 
British listener as their prize 
Our state-owned commercial 
broadcasting organisation should, 


sation will 
provide an 

superior 
series, if it 


therefore, whilst keeping an 
over-all control on the standard 
and type of entertainment, be 
free to encourage their adver 
tisers and Britis advertising 
agencies to compete among 
themselves to cre the best in 
radio entertainment Any 


attempt to impose a stranglehold 
on the vital channel of pro 
gramme supply y compelling 
advertisers only to buy the pro 
grammes created , Our State 
owned organisat would = re- 
duce the whole fi on of com 
mercial broadcasting to Britain 
to an attempt to compel the 


British advertiser to subsidise 
British broadcasting. Commer- 
cial broadcasting in Britain 
would only be a success if it 
offered a truly competitive ser- 
vice to the state-owned and non- 
commercial B.B.C Thus, to the 
British listener it could offer an 
alternative and a living example 
of competitive freedom. On any 
other basis, it would be better 
not to have it. 


7 * * 
Ly far we have discussed only 


commercial radio—commer- 
cial television presents a different 
yet in many ways fundamentally 
the same, problem To justify 
at this present stage the use of 
commercial television to a British 
advertiser would not be 4s easy 
as to justify commercial broad- 


casting—-production and opera- 
tion costs would be higher, 
potential audiences would be 
lower——and for this reason alone, 


it would be harder to visualise a 
successful British commercial 
television service 

Provided, however, the same 
basic principles were adopted and 
a British commercial television 
service, although state-owned, 
were to be a separate and inde- 
pendent organisation to the 
existing B.B.C. television service, 
offering a competitive programme 
service, then the ultimate poten- 
tialities might be as great. The 
technical and administrative 
problems of creating such 4 
service would take up some time 
and, allowing for this, it ts 
possible that the potential audi- 
ence would, within this period, 
have increased to an extent to 
make the programme and opera- 
tional expenditure on the adver- 
tisers’ behalf justifiable. Certainly, 
the day must come when the 
British viewer will not be satisfied 
with the single programme service 
offered by the B.B.C. and will 
demand a competitive and better 
television entertainment. A well 
run commercial television service 
would offer that superior alterna- 
tive and, provided potential 
audiences were great enough, 
would offer to the British adver- 
tiser a medium equal and, in 
many ways, superior in value to 
the commercial broadcasting ser- 
vice we have visualised 


, —_—- 7 
Why It Pays To Use 
An Agency 
In a 16-page brochure, Think 
ine of Advertising the Glover- 
Pethick Organisation describes 
and illustrates why it pays to use 
in agency—and the Glover- 
Pethick Organisation in particu- 
lar A full-colour double-spread 
chart explains how an agency 
works; pictorial maps locate the 
organisation's headquarters = 
London and Bristol; and details 
are given of represemation al’ 

over the world 
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A GOODMAN QUIZPLAY 


Can YOU 
See the WOOD 
for the TREES ? 


In an age of confusion it becomes increas- And we must have some Display material”, 


ingly difficult to see the wood for the trees. But we won't labour the point. What we 
In advertising, first principles are apt to get really want to suggest is that so many new 
pushed aside by force of circumstances and methods and techniques in Display have 
increasing costs. “One a month” in the been evolved in present years that it behoves 
Daily this ; * Ont a month” in the Weekly even the busiest and cleverest of us to make 
that—er voila—the appropriation’s gone. sure we are quite up-to-date. 

Isn't it time we got back to bedrock? At Leon Goodman’s we can give you most 
Whatever the background of an advertising of the answers, simply, quickly, politely and, 
campaign, it is—more than ever —the as they say in the letters, without obligation. 
message at the point-of-sale that counts. ad P.S. The illustration isn’t a piece of 
Do you start from this and work back shen planned re-afforestation. It’s a nail 
through film and poster and direct mail GOODMAN brush! Which perhaps goes to show 
to press and periodical? Or do you Rese —that if you want to know—ringing 
remember, as an afterthought “Oh! Mie EUSton 5351 isn’t a bad habit! 


LEON GOODMAN DISPLAYS LTD - 119-125 WHITFIELD STREET - LONDON - W.1 
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ADVERTISER'S WEEKLY 


C. HAROLD VERNON has 
kept his magnificent philan- 
throphic activities so much 
in the background that they 
are not nearly so well known to 
the advertising fraternity as they 
should be. But, inasmuch as he 
is now president of N_.A.BS., 
this seems an appropriate 
moment to refer to some of them 

One of the founders of the 
National Council for the Rehabi 
litation of Industrial Workers, for 
which £75,000 was raised, he 
succeeded (no small feat!) in 
persuading Mr. Bevan to allow 
it to return to private enterprise 
lt is now under its original com 
mittee with himself as chairman 
ind is known as the Roffey Park 
Institute for the Traming of In 
dustrial Workers. Vernon is also 
chairman of the Roffey Park 
Hospital Management Commit 
ice, chairman of the governors 
North London Homes for the 
Biind; and a governor of St 
Thomas's Hospital 

Enteripe advertising 40 years 
ago, he became a director of ( 
Vernon & Sons Lid. (founded by 
his father in 1885) at 25 and man 


1,000,000 people. 
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FIELD HOUSE - 


ainly Personal— 


By CONTACT 


How right 


Space Buyer turned his attention to 
The Universe a newspaper with an 
enthusiastic following. 


Summing up he decided that : 
@ 11 gave news that its interested readers could not 
find in the lay press. 
@ Its net sale figure exceeding 232,000 copies 
weekly represented a readership of approximately 


@ The Universe had shown a rising sale figure every 


year for the past ) years and therefore he could 
buy in a rising market. 


So he placed his order and got 
QUALITY * QUANTITY * RESULTS 


No national appropriation is complete without 


The Universe 


BREAMS BUILDINGS - LONDON EC4 


aging director at 30, He is now 
chairman of Vernon's, vice- 
chairman of C. Mitchell's, and a 
director of Fassett and Johnson's 
(the big pharmaceutical prepara- 
tions distributors) and other 
industrial concerns. 

It is a curious thing that of the 
advertising people (only four!) 
who have been chairman of 
N.A.B.S.. three (L. O. Johnson. 
James Strong, and now Vernon) 
have been directors of Mitchell's 
The fourth was Sir William 
Crawford; and Vernon is there 
fore particularly pleased, he tells 
me, that Miss F. Sangster, of 
Crawford's, is the new chairman 
of N.A.B.S. council 

And here. all too briefly, are 
sulient points in his own personal 
record for advertising, a record it 
would be hard to beat 

1923-4, president of District 14 
of the Association of Advertising 
Clubs of the World, which pre 
ceded the Advertising Association, 
of which he was founder. 1923 
secretary, Thirty Club. Organ 
ised a delegation of 115 for the 
Convention of the Advertising 
Association of Clubs of the 
World at Atlantic City 1924 


er s.c. inch 


he wos | 


SEEKING A new market the 


S. P. Guha Peter 


president, Thirty Club, chairman, 
organising committee, Wembley 
Convention, of which Andy Milne 
was organising secretary. 1945-7, 
president, Institute of Incorpor- 
ated Practitioners in Advertising, 
of which he has been a council 
member since its formation. 


* * o 


PRESIDING once again over the 
annual dinner of the Publicity 
Club of London public speaking 
section—always held at the Con- 
naught Rooms on July 14—-was 
S. T. Holmes. Tom Holmes is 
chairman of the section, hon. 
treasurer of the Club and chair- 
man of its finance committee, al 
though he joined the Club only 
about the end of the war. The 
successes enjoyed by the public 
speaking section owe not a little 
to his enthusiasm 

fom is publicity manager of 
Thorn Electrical Industries which, 
with six factories and three 
thousand employees, claims to be 
the biggest manufacturer of 
fluorescent lamps in the country. 
His publicity responsibilities in- 
clude Ferguson radio and tele- 
vision, Atlas lamps and fluores- 
cent lighting, and Mary Ann 
household appliances —in addition 
to which he ts executive secretary 
of the Company and chairman of 
its sports and social! club. Though 
he had been connected with the 
firm since 1928. he did not join it 
till 1939, when the many organ- 
tsational headaches of the war 
period, plus a commission in the 
Home Guard gave him plenty to 
think about 

Tom's debut in advertising was 
on the photographic side He 
spent eight years with the com 
mercial advertising section of 
Central News 


* * * 
THAT he has been right through 
the advertising mill, even to 


knocking on people's doors to 
find out how campaigns were 


progressing with public, is 
the claim of Pet Scott, now 
publicity manager of English 


Electric. He has worked in an 
agency, On a newspaper, and as 
a commercial advertising manager 

experience whic together 
with an intensive study of engin- 
cering and electrical matters, 
should serve to equip him for 
his new appointnn 

He joined Lever Bros. in 1927 
and was with Lever House 
Advertising Service at the time it 
was re-organised Lintas, Then 
he became publicity 


assistant 


Scott S. T. Holmes 


manager to Allied Newspapers ai 
Withy Grove, subsequently trek- 
king further north to Newcastic 
as assistant advertising manager 
to Thomas Hedley, with whom 
the above-mentioned experience 
on the road took place. For the 
last five years he has been sales 
and advertising manager of 
Broadcast Relay Service Organi- 
sation. 


* * * 


A POPULAR young Indian who 
will shortly be carrying much use- 
ful advertising skill back with 
him to his own land is 28-year-old 
S. P. Guha, of S. H. Benson's. 
Before coming here two years 
ago, Guha had already put in 
four years in India with Keymer's. 

Here, he did well in the exams 
of the Incorporated Sales Man- 
agers’ Association and the Lon 
don School of Printing, and was 
an enthusiastic member of the 
Market Research Society, the 
Institute of Public Relations, and 
the Publicity Club of London. 

* a * 

A PARAGRAPH in ApDver- 
TiSER'S Weexty last week gave 
the impression that T. C. Danks, 
manager of Charles Barker & 
Sons Ltd., has only just become 
a Liveryman of the Stationers’ 
and Newspaper Makers’ Com- 
pany. I hasten to correct this. 
He has been a member of the 
Company for 20 years and what 
has happened is that he has just 
been elected to serve for two 
years as a Liveryman on the 
Court 

Danks tells me that the new 
Master of the Company, Regi- 
nald T. Rivington, is the ninth 
member of his family to be thus 
honoured The family associa 
tion with the Company began as 
long ago as 1604, 


WEEKS WISECRACK 


~ 


“Until soap actually does 
come off the ration, this 
agency will continue to 
use the soft variety on its 
clients.” 
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Juty 20, 1950 
CLUB NEWS (Continued) 


PUBLIC SPEAKING 
DINNER 
(from page 110) 

audience, awarded the Leon 
Goodman Cup to Mr. Harris. 

The T. G. Comerford Cup, 
which is bestowed at the discre- 
tion of the imstructor, to the 
member who has made the best 
progress during the year, went to 
Mr. Alfred Davis 

Mr. Rayner, responding to a 
toast in his honour proposed by 
Mr. David Souray, paid a tribute 
to the loyal co-operation he had 
received from all the members, 
particularly the chairman, Mr. 
Holmes, and the deputy-chair- 

Mr. T. Hughes-Freeland. 
function of the Public 

Speaking Section, he stressed, 
was an educational one, and 
should remain so. In training 
people in public speaking, it was 
training them to become citizens. 

The toast of the Public Speak- 
ing Section was proposed by Mr. 
J. P. McNulty, and responded to 
by Mrs. R. Brandon and Mr. P. 
King; the Publicity Club of 
London by Mr. W. J. Brown, 
replied to by Mr. W. H. Gollings; 
the ladies, by Mr. Hughes-Free- 
land, Miss Betty Donelan reply- 
ing; and the guests by Mr. Ivan 
Luckin, acknowledged by Sir 
Alan Herbert Mr. William 
Young, the club's first instructor, 
also spoke. The chairman was 
thanked by Mr. Murray Milne. 


- 


Southwark Fair, some- 
ames referred to as “ Se, 
Margaret's Fair”, is here 
shown in 1749 but was 
established by letters 
patent in 1550 


Prize-winners at the first meeting of the reconstituted Golf Circle of 


the Publicity Club of London 


Left to right: D. A 
Mrs. Gollings (who presented the prizes), W 
Publicity Club of London); J. E. Casehbourne, C. G 


Dwyer-Gibbs 
H. Gollings (chairman, 
Nida, H. W. Burr 


London Golf Circle Meets Again 


The Publicity Club of London 
Golf Circle resumed 
with a Summer meeting at Stan- 
more Golf Club on Wednesday 
of last week. 

In the morning the stroke com- 
petition for the McClellan Chal- 
lenge Cup, presented by Gordon 
L. McClellan (Boro’ Billposting 
Co.) was won by J. B. Case- 
bourne (Broad & Co. L The 
runner-up was 
Gibbs (Photo Centre Ltd.) 

In the afternoon greensome 
competition for two cups .and 
replicas presented by R. Lons- 
dale Hands, winners were J. E 


Standfitting Costs 
have tisen 


When they held a Fair in 1749 the ‘ stands’ cost very little. A 
rough platform or table and a simple canopy sufficed. But Fairs and 
Exhibitions are only mirrors of the times, and in these days of keen 
competition and bigh standards of design they must absorb much time 
and money. Some Exhibitors say that the limit*bas now been reached, 
that Standfitting is costing too much. We agree, and bere at Olympia 


ita alr fits ee 


activilies * 


Casebourne and D. A. Dwyer 
Gibbs, runners-up H. W. Burr 
(McCann-Erickson) and C. G 
Nida 

Prizes for the runners-up were 
given by the chairman (W. H 
Gollings) and R. Lonsdale Hands 
Mrs. Gollings presented the cups 
and prizes to the winners 

At a meeting after the com 
petitions, it was decided that the 
Golf Circle be reconstituted, 
John Rosswick (Odhams Press 
Ltd.) was elected § chairman, 
Gordon Millem (Sells Ltd.) hon 
secretary, and Messrs. Burr, Case- 
bourne, and Nida commitice 


ADVERTISER'S WEEKLY 
Coventry 


adios Months Test 
Period Passed 


Satisfactory progress during its 
first twelve months was reported 
at the annual meeting of Coven- 
try Publicity Association 

The secretary, Mr H. W 
Beresford, said it had been a 
testing period, through which the 
Association had passed in a fe- 
markably healthy manner 

Lord lHliffe remains president, 
officers re-elected include chair 
man, J. Taylor; hon. treasurer, 
W. V. Curtis; P.R.O., L. Sking- 
ley. CC. T. Courtenay-Lewis, of 
Mills & Rockleys Ltd., becomes 
secretary, and, with J. Winford, 
delegate to the Advertising Asso 
ciation Club Development Com 
mittee. 


Officers For 
Women’s Ad. Club 
At the executive committee 

meeting of The Women's Adver- 
tising Club of London last week 
the following officers were ap- 
pointed for the forthcoming year 
chairman of development com 
mittee, Mrs. Ashley Havinden; 
representative to the British 
Federation of Business and Pro 
fessional Women, Miss Sybil 
Mawdesicy; Press secretary, Miss 
Emily Yooll NA BS. Steward, 
Miss K. Murphy 


we are making it our business to keep costs down. This dees net imply 
that we aim at anything less than the best ; it is largely a matter of 
planning abead and using materials wisely. Why not ask our repre- 
sentative to call and bave a talk about the way we work ? 
OLYMPIA STANDFITTING 


OLYMPIA LIMITED LONDON WI4: PHONE : SHEPHERDS BUSH $366 
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have 


your own ‘ 


exelusive box paper! 


Your personality is the public-relations side of your 


business. A plain paper wrap can do nothing whatever for 
your reputation, \ well designed and lively paper is an 
obvious improvement . And a paper which is net only 
attractive but distinetive, w hich carries your name, yout 
ceviee, the very stamp of your personality into highway 


and homes of the world —now that is best of all. 


SANDERSON 


SIGNATURE PAPERS 


whether you use them for packs or for wrapping take 
care of your public appearance, We make an extra charge 
on the first thirty reams to cover the cost of design and 

: . 
special printing rollers. After that they're as inexpensive 


as any other of Sanderson's famous range. 


ARTHUR SANDERSON & SONS LIMITED 


32-55 BERNERS STREP TELEPHONE: MUSEUM 7800 


iM JuLy 20, 1950 


Going Ahead? 


NEW ALL-WEATHER yy 
PREFABRICATION 
SCHEME READY 
THIS YEAR 

AT SUNDERLAND 


jing berths in the 
Pal Sunderiand supyard ot 
J j to be 

«rapped as part a major reorganis 
* « are “ac 

Ww hope 4 build 


“ are 


“ and cheaply 
“ a and are 

pict backing and 

assistance of our work people in carry 


hroust the shen sand the 
‘ he Sunderland 


Reach the workers of this progressive 
area through the advertising columns of 


The 
Sunderland 
Echo 


Full particulars from :} 
LONDON OFFICE: 85 FLEET ST., E.C.4. Telephone: CENtral 2845 
Member of the Audit Bureau of Circulations since 1932 


Co. Durham's Leading 
Evening Newspaper 


t 


Revised rate cards 


for the 


| ST. HELENS REPORTER | 


and 


PRESCOT REPORTER 


will be available mid-July 


Weekly sale Jan.-June 1950 


51,946 


15'- single col. inch 


ONLY ABC papers published from 
St. Helens and Prescot 


Mr. H. C. BLANCHARD, 134 Fleet St., E.C.4 


Telephone: CENtral 7620 


73 Church Street, St. Helens 
Telephone: (2 lines) 2285 
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CURRENT ADVERTISING 


Atlas Lamps To Erwoods 


ACCOUNTS MOVING 


lo Erwoods Ltd.: Atlas Lamps, 
products of Thorn Electrical 
Industnes Ltd. 

lo Everetts Advertising Ltd: 
George Rowney & Co. Lid., 
artists’ colourmen and pencil 
manufacturers. 

lo Gee Advertising Ltd, 
Leicester: Angora (Birstall) Ltd., 
manufacturers of knitting wools 
Gee are placing new bookings 
immediately; they will take over 
the complete account in Novem 


ber. 

lo Nevin D. Hirst (Advertis- 
ing) Led, Leeds Universal 
Boilers & Engineering Co. Lid. 
(Nationals, provincial evenings, 
women’s magazines and trade 
Press) Handymaid Rug Co., 
makers of mug wool etc. 
(nationals and women’s journals). 

Io Northern Publicity Service, 
Leeds: Joseph Rhodes & Sons 
Lid., machinery and engineering 
journals. 
NEW ACCOUNTS 

lo Hedley, Byrne & Co. Lid: 
Lacta English condensed milk, a 
new product of Wilts United 
Dairies Ltd. National dailies and 
Sundays, and general interest 
magazines. 

lo Auger & Turner Lid: Sto 
Designs Lid., Harris Engineering 
Co., Fashions by Post (London) 
Lid., Fuller Fasmons Underwear 
Ltd., Right & Provincial Supply 
Co Campaigns for these 
accounts are appearing in 
nationals and periodicals 

lo Taylor Advertising Ltd.: 
Inefus & Co. Ltd., industrial 
diamond specialists (trade and 
technical Press).-Metalock (Bri 
Ltd... proprictors OL a cold 
repair process for castings (trade 
and technical Press) 

lo Northern Publicity Service, 
Leeds Vocational | raining 
College, newly-founded corres 
Selected tech- 


tain) 


pondence college 
nical journals. 


NEW CAMPAIGNS 


For Ribena blackcurrant syrup 
(which was until recently restric 
ted to children and priority 
but is now generally available), 
in national dailies, Sundays, 
general interest magazines and ia 
nedical, pharmaceutical anJ 
welfare papers, larger 
spaces and positions 
Agents (whose appointment was 
announced some months ago and 
who have just taken over offici- 
ally: W. H. Gollings & Asso- 
ciates Ltd. 

For Polaris tooth-ache sachets, 
a Stafford-Miller product dis- 
tributed by Fassett & Johnson 
Ltd., test scheme in Plymouth 
and Sheffield Agents: Erwoods 
Ltd. 

For General Electric Co. Ltd 
radio and television sets in 
national dailies, Sundays, London 
evenings, provincial dailies, and 
general interest magazines 


cases 


using 


special 


Agents 
Led. 
For National Savings Com 
mittee to encourage formation of 
works savings groups, in trade 
Press. Agents: 1. B. Browne Ltd. 
For Ministry of Transport, 
tying-up road safety with the 
freeing of petrol, in national 
dailies and Sundays, London 
evenings selected provincial 
dailies and Sundays. Agents 
J. Walter Thompson Co. Ltd. 
For Gloria shampoo, to intro 
duce a new sachet, a half-page 
in two colours in the Daily 
Express \ast Thursday and an 
Ii-n. x 4 cols. in the Daily 


London Press Exchange 


Mirror Friday, the 
shedule now been resumed 
with mentions of the sachet 
Agents: Mather & Crowther Lid. 

For Metal Box Co. Lid, to 
introduce the Worcester Ware 
kitchen cabinet, in Hardware 
Trade Journal, Furniture Record 
lronmonger Store, and a single 
insertion m the Daily Telegraph 
Agents Arthur S. Dixon Ltd 

For Bulloch & Co Lid. 
wholesale wine and spirits, sum 
mer campaign tying up with the 
Edinburgh International Festival 
of Music and Drama Necnts 
Sommerville & Milne Ltd., Glas 
gow 

For Solo Orchards Ltd. orange 
juice, three months campaign 
beginning July, in London even 
ings, to tie in with dealer dis 


plays. Agents: Mason-Peacock 


last regular 


has 


PUBLICATIONS NEWS AND NOTES 


“ British Plastics ” In 


. 

Pre-War Format 

With its 2ist birthday number, 
published this month, British 
Plastics (Associated Iliffe 
has returned to its 
format. Page size is 
to 11% in. x 84 in., 
use of 1.S.B.A, 10 in. x 7 in 
area. Other changes include a 
new and attractive cover design, 
and an extensive editorial section 
in full colour, besides the normal 
complement of 2-colour pages 
This number is devoted exclu- 
sively to a history of the plastics 
industry 


100th “Scope” 
July 
100th, 


Press) 
pre-war 
increased 
permitting the 
7 type 


issue of Scope is the 
The 100th “Man of the 
Month” feature is devoted to 
British management A wid: 
variety of well illustrated articles 
ranges from pest destruction to 
fluorescence under ultra-violet 
lighting Of 184 pages, plus 
covers, about a hundred are 
occupied by advertisements 


New feature in Lilliput, August 
issuc, is The Good Food Club 
edited by Raymond Postgate who 
founded it in the old Leader 
Readers are asked to recommend 
restaurants and hotels for inclu 
sion in a Good Food Register 
Hulton Press Ltd. plan an annual 
survey of catering standards in 
corporating information gathered 
by the Club 


As from October next, The 
English-Speaking World wil! be 
published monthly The audited 
41.690, and space 
reserved separately for 

edition (circulation 


the American 


circulation is 


may be 
for 


Advertisement rates for Eastern 
Province Herald and Evening 
Post, both published by Argus 
South African Newspapers Lid 


at Port Elizabeth, South Africa, 
have been increased, from July | 
For the Eastern Province Herald 
the increase is a shilling a columa 
inch, week-end rates only for the 
Evening Post have been advanced, 
by two shillings a column inch 


The Society of 
facturers and Traders will be 
presenting the London Weekly 
Diary to overseas buyers visiting 
the Sth International Commer 
cial Motor Transport Exhibiti 
and the 3Sth International M 
Exhibition at Earls Court 
issucs concerned are September 
17 and 24 and October 15 and 
22 respectively 

R. Harris Publications are 
advertisement managers 


Motor Manu 


Two articles in the July § 
Syren and Shipping The Story 
of the West Country Newfound 
landers” and “The Port of Tyne 

are of much historical interest 
none the the 
that 
eon 
two 


because of 
drawings and photographs 
illustrate them The 
tains about 150 pages 
thirds of which are 
ments, many in cblour 


less 


suc 
syne 


advertise 


Scope of Architect and Build- 
ing News, published by Associ 
lliffe Press, has recently 
extended to include a new 
siX-page giving more 
news for the building industry 


ated 
been 


section 


Current 
bassador 
Scotland 


number of 
contains 
and its 
with a 
section for 


The Am- 
editorial on 
textile industry 
together special advertis 
ing Scottish textile 
manufacturers and exporters 


The Sunday 


to publish on 


Dispatch 
Sunday in serial 
form the of Captain Best 
and Lieut.Col, R. H. Stevens 
British agents kidnapped by the 
Germans early in the war. Col 
Stevens is the United 
States representing the ADVER- 
rrser'S WEEKLY Supplement, 
“The American Market.” 


began 


story 


now in 


MOTOR 

TRAD ER 
zThe leading 
weekly journal 
of the entire 
motor trade 


TOTAL CIRCULATION 


10,682 


PAID SUBSCRIBERS 


9,367 


PER WEEK (JUNE 1950) 


FULL DETAILS OF 
CIRCULATION WILL 
BE SENT ON REQUEST 


STREET, LONDON, $.E.1 
Tel: WATerloo 3333 (60 lines 
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ADVERTISER'S WEEKLY 


THAT C, B. Livingston, director, 
Scottish Daily Record; A. C 
Trotter, editor, Scottish Daily 
Express; red. D. Greenhill, 
treasurer, Publicity Club of Glas 
gow, and lan G. Collins, of Win 
Collins, Son & Co. Lid, have 
been appointed Justices of the 
Peace of the City of Glasgow 
. * 


* 
THAT W. R, Balch, director, 
W. H. Gollings & Associates, 


addressed Southampton 41 Club 
on advertising last week 
* * 


THAT the lecture on advertising 
and publicity given by S. T. 
Hyde, manager of the publicity 
department of W. H. Smith & 
Son, at Bournemouth recently, 
forms the bulk of the contents of 
Talking Shop, the company’s sales 
promotion magazine. 
. . 


THAT A. & R. Scott Lid. are 

introducing a twin pack contain 

ing oat and wheat cereal in the 

respective comggenete And 
* * 


TTHAT the new pack is to be 
aunched with a Press campaign 
hrough Colman, Prentiss & 
arley Ltd, 
* * * 

HAT Douglas Black, director 
ress and General Publicity Lid 
sorted Miss Birte Lunn, the 
ntrant from Scandinavian Ait 
ines System in the Miss Airways 
ontest, held at London Airport 
ast Saturday, to the contest and 
© a dinner at the Empress Club 
fterwards 


Seals for 


LITHEMBOS AND 


We 


THAT L. O'Farrell, director and 
space buyer, Rumble, Crowther 
& Nicholas Lid. has had a 
violent.argument with a bus. His 
head is reported to be “bloody 
but unbowed.” State of the bus 
is unknown 

o ” > 
THAT Harold Fish of the Daily 
Telegraph, and his wife, Gwen 
Palmer, are sailing to-day (Thurs- 
day) in the “Stella Polaris” for a 
14-day cruise of the Norwegian 
fjords, 

* . 

THAT Albert BE, Stockton, north 
erm manager of Drapers’ Record, 
Mens Wear and British Textiles, 
won the Philip Smith Peace 
Trophy at Sale (Cheshire) Golf 
Club on Saturday. 

* > * 
THAT Arthur J. Foggo of 
M'Murtrie’s Lid., Glasgow, has 
returned to business after three 
months’ illness. 

” . * 
THAT the first Welsh; English 
English/Welsh dictionary to be 
published for over half a century 
will shortly appear on the book 
stall«. Publishers are Hughes & 
Sone(Welsh Publishers) Ltd 


METCRAFT SEALS 


FAMOUS FOR 20 YEARS 


WALSALL LITHOGRAPHIC CO LTD 


MIDLAND ROAD + WALSALL 


29 LUDGATE 


HILL 


LONDON - EC4 


car— 


THAT John Neville Newton, son 
of Frank Newton, director of 
Commercial Advertising Service 
Litd., Manchester, has obtained 
the Bachelor of Law Degree 
with Honours, at Manchester 
University 
* ” * 
THAT J. J. Hedley Willis, direc- 
tor of Country Life and Amateur 
Gardening, entertained members 
of the Horticultural Golfing 
Society, of which he is captain, 
at their 21st anniversary meeting 
at Stoke Poges Golf Club on 
Wednesday last week. And 
* ' . 
THAT J. W. Ford, advertisement 
manager of Amateur Gardening, 
on behalf of the members, pre- 
sented him with a solid silver 
cigarette case 
* * * 
THAT Graham Evans, advertis- 
ing manager of Faire Bros., 
Leicester, holed in one recently, 
at the Kirby Muxloe golf course. 
It was the 16th hole, of 168 yards, 
* * . 


THAT Harold Hutchinson, in- 
dustrial correspondent, Daily 
Mirror, spoke on newsprint in 


the B.B.C. Woman's 
Thursday. 
* 


Hour last 


* * 
THAT 3,500 centenary 
illustrated by Grlbe Wood, 
Stage and film scenic artist, have 
been circulated by the Isle of 
Thanet Building Society, which 
wus founded on St. Swithin's 
Day, 1850. 


cards, 


Jury 20, 1950 


“Hindustan Times” 
Chief In London 


Mr. Devadas Gandhi, managin, 
director, Hindustan Times, of 
Delhi, was in London last week 
for a Board meeting of Reuters, 
and took the opportunity to pre- 
side over a party at the London 


Devadas Gandhi (right), manag- 
ing director and editor, “Hindu- 


stan Times” with C. R. Srina- 

vasan, editor “The Swadesami- 

tran,” at the “Hindustan Times” 
party last week. 


office organised by Mr. Alec M. 
Ried, London editor, and Mr. 
Henry Buchi, London manager. 
celebrating the naming of the 
building in Salisbury Square, 
which the newspaper now owns, 
“Hindustan Times House.” Guests 
included other tenants in the 
building, and two or three from 
the next door neighbours, James 
M. Greenwood Advertising Ltd. 


Examples of posters, typo- 
graphy, window display and much 
else to interest advertising people 
are to be seen at the summer ex- 
hibition of the work of staff and 
students of the Royal College of 
Art, now being held at the Suffol« 
Galleries, London, where it will 
continue till July 29 

All ten schools of the College 
are represented—fine arts by the 
schools of painting, sculpture, en- 
graving, and architecture; and 
industrial design by the schools 
of wood, metals and plastics, 


silversmithing and jewellery, 
graphic design, ind~=s fashion 
design 

In the graphic design section, 
where there are s excellent 
examples of posters, lettering. 
bookbinding, engraving. and play- 
bills, is also to be 1 the bull 
which formed part ¢ winning 
display in the recent Regent 
Street Window Disp Competi- 
tron 

Fashion design tiles, cera 
mics, silverware, stained glass. 
architectural desig ind =many 


examples of painting of various 


R.C.A. TALENT IS NOW ON SHOW 


genres and sculpture, both realist 
and abstract, comprise an exhibi- 
tion of wide interest, showing 
both promise and achievement. 
A model of the bed for Prince 
Charles, now being made to a 
design by a student of the 
College, will excite and deserve 
popular interest. 


At a Press conference last week, 
Sir Colin Anderson, a vice-chair- 
man of the College and chairman 
of the Orient shipping line, speak- 
ing as the buyer of a large range 
of products, said how depressing 
it was trying to persuade manu- 
facturers to produce something 
better. This state of things should 
not exist in a nation that was 
trying to produce for export 
Many manufacturers were con- 
tent to go on making things that 
they could continue to sell, and 
not the newest or best. 


An “Any Questions?” evening 
will be held by the British 
Typographers Guild in Living- 
stone Hall, Westminster, next 


Thursday. 
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Presentation 


PRODUCTION PRINT - PACKAGING - DISPLAY 
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Family Group 


Produced for Yardleys of Bond Street by Metal Box, the packages below form an attractive family 
group. Functionally sound and perfectly suited to their contents, they are finished in cream with 
the famous Yardley picture printed in full colour. Metal Box is proud of the printing and 


the finish of its containers, a finish which adds to the sales appeal of the products they contain. 


THE METAL BOX COMPANY LTD. THE LANGHAM, PORTLAND PLACE, LONDON W.1 
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HALF-TONE STECIALISTS MULTI-UNIT DISPLAY MAKERS 


THE 


LONDON 


FIRM 


OF SILK SCREEN PRINTERS 


MOUNT WORKS - 96 UPPER CLAPTON ROAD - LONDON E.5 - TEL: AMHERST 4893 


point-of-sale 
Adver lising does 


sell your goods 


Nome display attract and held the attention of 
the potential cust rer, mvite him = te Inspect 
vor Th ie per scle him te beurs Make tine 


of Acme's long experience of designing and DISPLAY CARDS ~ PLASTIC AND PORCELAIN TABLETS 

ie oy baie a Baw hyp Mgt ILLUMINATED OUTDOOR SIGNS - WINDOW SIGNS - DECALCOMANIA 
point-of-sale advertising and keep your nam THREE DIMENSIONAL CUT-OUTS - EMBOSSED SHOWCARDS 
prominent inthe puble eve ask about the mew ACME DIVERGENT SIGN for day and night use 


ACME SHOWCARD & SIGN CO. LTD. Paragon Works, Enfield idd Ph Howard 165! Grams: Acmesho, Enfield 


Birmingham Office & wrooms own uilding Jan Nat St t B Phone Birmingham Central 2325 
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used for this Supplement were made by 


SHACKELL EDWARDS & CO 


ey Andes ; = LIMITED 
Vakers of Fine Printing Inks since 1786 
& 


10 NORFOLK STREET STRAND LONDON Witl2 Telephone: TEMple Bar 0163 Telegrams MAGENTA-ESTRAND- LONDON 
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ORGANISATION 


London and Provinces 


_ 
= 
— 
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CITY 


CITY DISPLAY OR GANITSATION is a group of eight companies devoted 
to the design. production and installation of Window Displays and Exhibitions of high 
quality. 

Its activities range over the whole of Great Britain and seventeen countries overseas. 
Its work is evident in thousands of shop windows and most big exhibitions in this 
country as well as in many international trade fairs abroad, 

Its principal clients are Government departments, industrial federations, important 
manufacturers and national advertisers. It caters too for exhibitors with modest budgets. 
Its business grows bigger each year because it provides a service which is conscientious 
and complete. 


Information may be obtained from: Central Office—lddesleigh House, Caxton Street, London. S.W.1 
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Convention-in-Print 


COMMERCIAL ART & PHOTOGRAPHY « 
REPRODUCTION e 


* 


Specialised Sessions 


COMMERCIAL ART AND 
PHOTOGRAPHY SESSION 


Sound Craftsmanship Is 


Replacing Clever Artwork 


QUESTION | 


Has 


any 


commercial art made 


forward strides sim fhe 


war, and there a po 
vivle or 


W. Warner: | am 


any 


frend 


not 


con 


scious of great strides in 


commercial art since the war 
Necessity of | 


4-inch 


advertisements 


operating in smal 


double column Press 


has developed 


some very interesting line and 


scraperboard techniques. Ex 


hibition desizn has been ruled by 


a group ol designers more 


i 


interested in Continental 


trends” than the products dis 


played, and sales promotion 


material has until now been 


virtually owing to 


lack of 


the existence of 


non-existent 


| 


suitable materials and 


a sellers’ market 


Nevertheless, there has been a 


demand for a higher standard of 


craftsmanship, particularly for 
industrial publicity 
might 


In general stvling one 


say there has been a movement 
Sans era 


mes Roman and Perpetua 


from the 
into T 
The 


commercial 


barren Gall 
great opportunity for 
irt to take a realistic 
British 


tanding sales 


step forward 1s here 


industry needs out 
appeal material to 
the coming competitive 


or world markets. British 


become pre 


prepare for 
battle 
com 
mercial 
eminent 
quality o 
and by 
selling 

W. Johnstone: 


there has been an 


in commercial art since the war 
There is some deplorable 
typography about, but there has 
This is 
illustrated by the 


been a distinct advance 
best 
high-class magazines published 
Such 


bound to help ratse standards 


perhaps 


to-day publications are 


no such 
Art has 


variation It 


There is, of course 


thing as a trend in art 
continuity and 
subject to 


high 


develops naturally 


great influences, with and 


low levels of achievement for 


which the iman clement ts 


responsibic 


1.F. Simpson: ! cannot honestly 


convince myself that commercial 


art has made any great strides 


forward since the The war 


played havoc 


Wal 
with commercial 
artists masmuch as the lapse of 
did not allow for 


tive vears 


training new men. We all realise 


that 


mercial artists 


there is a shortage of com 


and firms are 
dependent on the older x 
pericnced man for their work 
The war years did not greatly 
change the these 


problems 


approach of 


men to post-war 
Without new blood there can be 
little change in 


A change w 


style or trend 
he more apparent 
in perhaps a year or so. But who 
that it 


post-war th 


can say will be due to 


ight, or to a new 
generation ! 

H. Hawke: | think there have 
been 


tions in th 


1dvances im certain direc 


at the artist to-day 1s 


concerned with turning out 


a “clever piece of art work 


as were many before the war 


EXHIBITIONS e 
DIRECT MAIL e 


POINT OF SALE & PACKAGING 
SILK SCREEN PROCESS 


The question and answer technique is 
employed for these sessions. Experts 
have responded in writing to ques- 
tions designed to air controversies 
in the various fields of advertising 
presentation and print production. 
Members of the panel for the first 
session—Commercial Art and Photo- 


* W. WARNER, 


principal, 1. 4 


H. HAWKE, 


T. F. SIMPSON, 


R. F. CRUX, 


director, Astral Arts Group Ltd. 


WILLIAM JOHNSTONE, 


Central School of Arts and C rafts. 


director, Hawke Studios Lid. 


director, Norfolk Studio Ltd 


sales director, Studio Briggs Lid 


graphy—are: 


but with producing a sound job 
in relation to the = product 
being advertised 

The employment of imagina 
tive artists and typographer 
producing the informative poster 
and Press advertising issued by 
ministerial departments during 
the war created a high standard 
and well 


of concise clear 


balanced advertising 
This is still evident in general 


Press advertising to-day 


QUESTION 2 


Is commercial art holdin 


own agains photograpt " 
appre 
ent 

nder 


g. FF. Comms 


holding its 


an re 


The 


own surely mm 


phrase 


plies a battle in progress which 


I do not believe has even been 
Indeed 
of the question 


joined the second part 

do advertisers 
appreciate the distinctly different 
service it can render’ expresses 
Commercial art and 
photography 


the answer 


are very largely 


different services and also com 
plementary ones 
yobs 


There are certain which 


can be done equally well in 


erther medium. Here, no doubt 
competition (healthy 


cu mpetiti ” 


there 1s 
However 
work 
calling for the commercial artist 


ind as 


too) 


there is more and more 


demar ding 
Both 


triumphs 


much 
the photographer 

therr limitations and 
And the 


enough for 


again 
have 


publicity fh s bg 
both to prosper 


I must admit that this decade 


of poor paper and small spaces 


favours the simple line or wash 


Jury 20, 1950 = Pe | 
a ix 
ey. a 
; ee : ; 

cs. 
Bid 
a & 
f , 
N a 
z od > 
is = 
7 

; al 

f 

“ — oe = + = Pa = 2 A 
-. ol 
- ez 
grt i= 

BT - 

; | ie 
- we ab 
1. _ = —— a = — ~/ 

: re . = 
te | haa 

} ae 

ce 

$ . gee 
ee 

.. % 
‘2 ae 

; - 
ea =. 
i i 
4 . . 

Po fF a 

“ “a 
es 

: | x7 
ee ed ee ai 
a . 
‘sg ee a a 
OO eeeeCis ‘ 
ee CY oe 

Po a 

EE ee EE — 
ee a - ; 

ms _—_—_—_—_—_—_* ee ? 

ee f : 
a ee / a 
a Ee E r 
= ‘ 
eS 
ee . 

‘a 

<a ee EEE “] : 
ee i 

Po i 

Pp 4 

: _ po FP a? 
Vet ee 
AY oe 

q 
ie 
PC a 

] and ba 

4 ie os 

m! on — en 

i 

' ¢ it ie 
=| f Me 
as | a se a | ” 

a 7 a 

| MT ee 0 6 P 

BEES iprovcncnt =| : 
eS. i 
te 4. 

sos a 
Hee: Sn atin acer no ra a A ta 

_ Sg ¢ 

[~ < 7 ‘aah = ~ p= © ee - ret Meh el Zi -- 4 a 2 la ape v 
oe ~e) ar Fee hs > aie sae We BRE ae aii - .S re, B= cin oom a - ~~ 


ADVERTISER'S WEEKLY 


‘y . j — 


awing in newspap 
ing. Yet 
jown to tacking Ut I 


ire con 


ellent re 


planned and lighted | it 
purpose. To offset what iy be 
looked upon as a phot iphn 


withdrawal, the great imercase u 


technical and industria tera 


ire, much of it for export use 


offered 


ite, informa R. F. CRUX 
Vast new scope for 


photoyraphs 


the less dramatu 


presentation of goods of allkinds 


tive, yet none 


bor many years [have worked 


5 
Ue 


T. F. SIMPSON 
( ommercial art has 
always held its own 


H. HAWKE 
Art school (train 
ts too academic. 


W. WARNER 
ing A movement from 
the Gill Sans era. 


with a studio which has both art 


and photographic departments Drawing and photography sery« 


ar { yf 
This has made me aware of (WO distinet and s parate needs, and 
points im particular one that the experienced art director wi 
most chents swing from photo know when to use the one or the 

4 , { , 

graphy to drawings and back other 
again in thew desire for change Nevertheless. it is true to sa’ 
) * ’ ( wo at 
of presentation, and two, tha that the poor quality of news 
to-day, m much work where 


print available to-day has enor 


great detail is demanded, and mously increased the value of 
especially where precise colour scraperboard — techniques ‘ 
is involved, the most satisfactory opposed to the use of photo 
results are obtained by the close graphs 

co-operation of the eye of the rf ' 


Simpson: 
held 
photography 


ommercia 


the eve of the 


the 


camera and 


art has always its own 


itist. Together produce ' 
against ang wil 


accuracy and realism undreamed 
? ' continue to do so, But surel 
ola few years ago ind wt 1 

photography is a part of cor 
neither medium could achieve 


cannot 


By 


mercial art and 


independently 
ae separated trom it 
My 


answer, therefore, to the 


' gent application of each the 
first part of the iestion 1s 
' 4 advertiser's needs are satistied 


both are holding their own, bot! 
: It isuptothe creative ad 


are advancing ind both are 
mantoconvince his chent of thes 
increasingly helping each other , 

To the second part of the W. Warner: The shrew 
question | answer, unhelpfulls advertiser selects the most 
ve wnt fo. Artistic taste suttable medium, either a phot 
enrey facade ny wilahcty fe ple BFaph or a draw I consice 
will walling y » the that there ts a wondertul opp 
deficient. Thos Pa | tunity for commercial artists t 
re , wins : ‘ design with photographs i 

loment 1 +} n that there is a great need 
judgmen plu ' 
understanding of the skilled irtist retouche 
problem and the ee oe ? monochrome nthe new a 
headache alved ; mcreasing field of cok phot 
tion. do try t rke vraphy 
ment ind Chow 

~ ing tt-orggass ., QUESTION 3 
mtormed ire ! t i { 1 The if? ‘ i? 
jump one Wa ‘ { t ” 
nothing more t ’ be a J ‘ 
chowe than “l | j 
Their educatn encouraged whe 
hands of the a 1. F. Simpson: Here is perhap 
photographe a one of the most n 
CONV INE subjects in con ereha int. I 

a) cours the y of on con er 
chents who work ‘ vot be taught in art scl 
principle, “we w chief rease veing that the 
let's get an Uist ire Tew ok petent teache 
nude, send for a pl rhis » fault of theirs 
They are past s ore because the teact ; 

H. Hawke: There fession Ww t pay « h 
question of draw ! ittract the t thiv cxpe 
its own against photos enced man 


erusing 


No teacher of commercial art 
h ld be allowed to practise 
intil he or she has had at the 
ery least 10 years as a com 
nercial artist in an advertising 
agency or studio. An experienced 
teacher would never turn the 
young artist loose in Fleet 
Street with specimens of under 
ground posters OOK jackets 


and textile desir 


Schools, as they are constituted 


at present, should contine their 


endeavours to teaching the fund 


amental principles of drawing 


bar greater success is obtained 


by a youngster commencing his 


training with a stud iS SOON as 


he leaves schox Within a year 


it iS possible to assess his ability 


and judge whether he should 
specialise n some particular 
subject, also, whether he will 
eventuall make the grade. (If 
not, he should be id that his 
future does not ommercial 
irpth)., My on ition has 
followed this practice for vears 
ind it produce Its 
The time is han ripe tk 
¢ tom ! prenticeship 
heme to be juced. This 
1 bru irtists to 
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the st sufficient 
forward re the re 


habilitation period with ease 
W. Warner: Since art 


schools teach very little of use to 


most 


a budding commercial artist, tt 
difficult to 


advertising 


iS extremely absorb 


them into 

Of the thousands of students, 
at least 10 per cent are made up 
of daughters of wealthy 

rather 
nice to learn art, and since they 
the bulk of the 
allowing schools to operate, they 


fairly 
families who consider it 


supply fees, 
are extremely 

Then 
lady 


important 

are the “elderly 
who been 

studying since the school started, 

and the bearded 

who are living for 


there 
students have 
few students 
art alone 
The remainder might be keen 
students with a sincere wish to 
become artists for industry 
Their main problem is to find an 
which 


and all 


advertising organisation 


will give them the first 


mportant opportunity 


I recommend = students to 
specialise the subjects for 
which they ha the greatest 
iptitude and interest, but to be 


as versatile 
Hi. Hawke: 


INWISC at 


us possible 


Specialisation 1s 


the beg 


training but necessary towards 
the end. [ feel strongly that art 
school training tends to be too 


wcademic in its approach and 1s 


inrelated to the 


commercial side of production 


W. Johnstone: We place 90 per 


cent of our students on con 
pletion of their courses and 
expect to have a 10 per cent 
\astage In the ear Stuges of 
tral if Student should 
be allowed the greatest possible 
Ireed nless he is cor need 
ybout what he wants to do 
One of the curses of « ive 
S over-specia thon 


\ wide vaniation of subjects 


S essential in the carly stages o 
ining so that the student may 
tind it for himself in what 


he would like to specialise 
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‘Cinderella’ Sales Aids 
Now In Bigger Demand 


QUESTION | 


fre agents now more inclined 


E. T. Taylor: The imn 


answer to this question ts Yes 


rediate 


although the amount of attention 
paid to it by agents 1s extremely 
variable In my opimon the 
agencies could give valuable 
service by, wherever possible 
educating their clients in the 
necessity of point-of-sale material 
carrying the same theme and 
message as the other forms of 
advertising 

Unfortunately, many manu 
facturers tend to employ an 
agency just for Press advertising 
and obtain their show material 
and other publicity aids from a 
different source 

The successful advertising 
agency should have tts own 


point-of-sale publ 


depart 


ment and the theme of the teat 
irt work and copy used in Press 
and outdoor adver 
be carried into all other sales 


i 
ats 


H. E. Shalson: With the advent 


j P { 


iced newspaper space an 
the difficulty of forecasting the 
number of poster sites avatlable 
in the near future, agencies have 
in recent months been studying 


ore closely the value and use of 


point-ol-sale tie-ups 
What was regarded before the 


War 0D advencies a8 a necessary 
n ince, t De used, ¢ eve 
CISCUSSE niv if pressed t the 
chent ow al coepted part 
of the impaigr vith fetinite 
ilocatior Just a ich at 


D. St. Julian-Bown : Agents 


sho fail fully to recognise this 
point ist ne la iL Sad 

behind the 1 cs There is m 
agqouodt that p nt 1-Sale 
advertising the for f display 


iS increasing in popularity, and 


the fact that the technique of 
British display is) improving 
points to a greater demand tor 
high quality in this important 
mediun 


QUESTION 2 


To what extent can research 


aid the development and in 
provemer f point-of-sa 
advertising and display ’ 
veneral terms and as applica 


fo an individual product 

H. E. Shalson: Research must 
certainly aid the development of 
point-of-sale display, and the 
co-operation of the retail dis 
tributor should be encouraged 

There is probably no better 
way of securing this co-operation 
than by contacting the retatler 
with the dual purpose of proving 
that you are really out to help 
him sell vour product, and that 
you wish to seek his impressions 
of how this can best be done at 
point-of-sale 

Advice as to the size and 
type of a display unit, showcard 
or packstand whether pre 
ferred for use in window or on 
counter, and what space might 
he allotted, provides all-import 


ant data for the agent who ts to 


produce a iitable and 
acceptable display unit 

The fact that research in 
trade apart tron cons 
research, has become a necessary 
part of an agent s services shows 
that point-of-sale ts being 
developed as it deserves 


D>. St. Julian-Bown: Much 


research has already been put 


nto display education by the 
British Display Association, with 
highly sat wmtory results Tox 


plays. More avenues should he 


explored 1 the selection «of 

table cu ind methods oft 
presentatior ! rerchandise 
ind a watch eve iy well be 
kept on s wo the excellent 
4 hk { t pe don m the 
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The reluctance of some agencies to 
establish the importance of good 
point-of-sale advertising retarded the 
lopment of this marketing aid, 


but, say the panel, 


de vi 
there are now 
signs of a new attitude. The experts 
also give advice on methods for 
improving outmoded packs 


THE PANEL 


D. St. JULIAN-BOWN, 


display consultant, Wo H. Smith & Son Ltd., 
vice-president, British Display Association 


H. E. SHALSON, 


director, Curzon Enterprises Lid 


E. T. TAYLOR, 


sales manager, Yardley & Co. Lid 


RONALD VICKERS, 


pac aging and marketing consultant. 


A. F. COWAN, 


of the Metal Box Co. Ltd., member of the Council 
of the Institute of Packaging 


ALBERT SMITH, 


packaging and industrial design consultant. 


E. T. Taylor: After a manu necessary some of the trad 
facturer has listed the sales tional features brought up to 
points of an article he is to date, prove ai sales-hoosting 


launch, he cannot be certain advantage in the long ran’ 
Ronald Vickers: It is quite truce 


that most manufacturers of old 


which of these points should be 
stressed in his display materia 
Neither has he, until distribution — established products are scared 
has begun, any practical know suff of modernising their packs 
ledge of the acceptance of the for fear of losing goodwill) This 


product im packaging, colour is because manufacturers do not 


ind other factors relating to realise that a redesign if 
display Thus, marketing tests executed on the instalment basi 

should be undertaken in selected can achieve all the advantages of 
towns which, as far as po vie ip-to-date appeal without losing 
provide a national sample. The inv of the prestize attached to 

anufacturer should = the hx the original pack 

able to determine firstly the Another reason for thew fear 
reaction of the consumer to the I that having an imtimate 
ippearance of his product and knowledge of the pack them 
secondly the eflectivenes ! selves they HTN AgIne cach 
his point-ot-sale display me ber of the public ws also 


wquainted with the size and 


QUESTION 3 peal atelier ea era 


ibel. In reality, very few peopl 
Much inferior packhaci notwe the detai on a pach 


design in this country lu 


What effects them ts its general 


pression. Old-fashioned and 


atant cha ‘ cumbersome trad 
mouded pack hich nm pra hellishment can therefore be 
a hay nim ¢ “ quite safely removed. the nu 
’ ear ‘ ’ i hacturet May weep a4 tear over 
dase f ud, thev fea their departure but no one else 
du may f ly th will 
fear » vavecrated a A. F. Cowan: The question is 
ild not a caretu ! f partly rhetorical. It puts the past 
ich / rpora wher. present and future into neat 
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The first point I must make is isical te i popular to distinguished treatments and 
that poor package design exists work ind the lesigner of a subtle colours. Visual merchan 
both in historical package design new package were allowedtoadd = dising treatments can only be 
(which is still with us) and in a a few notes so as to make then determined by careful enquiry 
7 large number of so-called clearly heard against the original — by research, and by a profound 
" moderr packages. It follow c position, he would obviously understanding of the particular 


from this. therefore. that change specify notes olent contrast market. It is possible to specify 
in itself from the old does not This, in fact hat the ques treatments for a particular case 
+ necessarily produce i hetter thon reter te i th popular UST as it IS possible to specily a 
; designed package opimior tonic tora tired businessexecutive 
7 Lntl recent years Package C olour in packaging, however who ts fathineg to reach the top of 
designs have mostly bee nust also be ntable for the his personal efficiency chart 
j 
obtained from the cheapest product. Pale irs, neutrals Ronald Vickers: It all depends 
—. T. TAYLOR possible source. In certan t ind distinguished treatments Loud and brilliant colours will 
Marketing tests should be star s. ho of t would not he a ntat to th 
undertaken ince OwWweve na ‘ vou ( c aceephanie tO tie often compel attention im a 
brilliance has produced some natives of many ct tries. For display where quietness and 
P ( 
A very charming designs, but a ich market erta brilliant — subtlety would become lost. The 
an overall picture much of the liscordant co rs should be ditheculty is this: It is fairly easy 
* work not produced by specialists — employed to attract the housewife’s at- 
is quite unworthy of further It is my op that package tention by poking her in the eye <i 
7 . we n <io should break fron . ray 
reproduction. To change a design shouk Ca Irom it with raucous hues; it ts not so 4 
» 7004) hy narro ) n nd shor 
3 mean the loss of goodwill t Marrow confine ane hould easy to do so with a well 
it can only mean the | idopt ne « vw Vital colour balanced layout of sympathetic 
rouniwil { av ew ' Sic hy . y " 2 
goodwill if the value " c ind displa ter ques which colours. But tf you can create a 
dress” for a package | ot one finds on ma Gesigned — design which has strong eye 
ww ‘ } . | Oo « a} hy tte j , 
recognised as a valuable a k jacket after all appeal without vulgarity (and 
rtising Th re in ms . form of 
vertising story ire in themse A FOF , any professional designer should 
In order not to lose goodwi package) be able to do this) you will beat 
a change can be handled in two There is no simple answer to the | : 5 cian 
D. St. JULIAN-BOWN oe Te fret <7 ‘ . naps he loud and nasty efforts every ft 
‘ : AaAVS ° ist ‘ oO vy ] mstio4n etl “0 Te ) "7 “" 
British display technique is . He : + wSithiet : > tume 3: 
small reproduction of the old e brillant colour as opposes . 
SnpTOviNg ‘3 I For example, the Tide ae 
design to each of the new 
washing powder pack makes a i 
designs; alternative a method 
; ~—- very strong window display, but 
compartments. Looking ahead suitable for a well-advertised , 
; the crudity of the design and 
. ss fine, but the past is within the product is to illustrate the nev , 
, the harshness of the colour are 
present and so ts the future. We package and to explain the , = 
\ ;Ound to mitigate against its 
cannot discard the past reason for changing to conter Y" 
7 ' ' ; , : apparent quality, On the other 
we YUSTINESS ot yveen in ywrary desien tis now norma ; 
J i; hand, the pastel pink of the 
existence for years neither procedure in advertising to draw f 
familiar Tokalon powder box 
proves nor disproves anything attention to new desizn for a , 
stands out exceedingly well 
Some products (and therr number of firm commoditi 
\ |} against its competitors both 5 
packages) have achteved distr When packaging cease to i 
. in the chain stores and in the 
thon while ther conten pPoraries become the most nevlected 
| chemists’ windows 
have failed. What has fen todo operation in our mass-produc | 
with that’ tion plants, and when it becomes | A. F. Cowan: Have you 
. . ne ” 
Good design can be quit it) Standard practice to worry more | stopped beating your wife 
' 
of fashion and yet have act { about the technical and market | Answer ‘Yes’ or “No That : 
j i * Mme re the 
its obyect both in the pa the ing efficiency of a package, it will } is about the wasure of the 
first sale) and in the p ent be common practice for mar question It is all a matter o 
| . » { rrounding 
. (familiarity, trust, rec t ) facturers to explain to ther ) context and surroundings, What 
Bad design can be old-fast | customers that a design has boty VICKERS ‘ about tradition, familiarity, the uae 
. anufacturers are scare¢ ‘ — +4 9 \f lie ns 
i: but it may never have ; ' heen improved for then Wher stiff orm and Continuity ¢ adverts 
y ne mn”? we » 
7 even mots vouth Ouale t we have reached this staxe, | ng and so on? How can we prove 
, ne | > } , r 
‘ ave. is the eritertwor hink we shall not fear loss of anything like this To sell a 
is 1 | mil ) } l . 
s Is it NOt danverous to se ite goodwill to such an extent | nillion may obscure the fact that 
‘ ei er ot 
. the package tro tl t ct” There ts one exception | ve could have sold two milhon 
j , . te . » » i} 
Desizn and the pack " however that is where good by other devices. Someone will ; 
influence the tirst ‘ he historic desians are ideally suited ; always argue this 
public buvs the produs he to a particular overseas market On Broadway, at midnight ; 
packawe as one entity W ep } one attracts attention by subdued 


hop lighting. No, we are not 


trving tot : ~ ak oe QUESTION 3 : 


appratse cach ou } falling into this pit 


i ‘ ' 


contert? Good ce ! Is the popular opu , We all know the answer. There 2 ve 
: products suceeed Ba Puch f stand é | are rules to be observed in 
a and good products achic VMOCRISES SH 5, ree D f package desizn as anvihing else 
success in the end G “to and f m } We can achieve notoriety by 
and bad products pete n fact’ Or n a pach | flouting them. but it wanes 
a flashing start n vn i neu i | Abide bv the rules —be distinc 

Albert Smith: [hx carn amd ” u | tive and clever in the way vou % 

uses the word “outmods vi ‘ rs ALBERT SMITH apply them, but let us have the te 

Worry about marketing os 
relates this to “muct Albert Smith: [Tf an array eflicien prime mover (the horse) in 
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EXHIBITION SESSION 


The exhibition world is divided onthe 
question of shell stands. The prota- 
Shell Stands No Bar To gonists get to grips again here, with 
the addition of an agency represent- 


Originality In Display ative speaking for the man who pays 


QUESTION | latter solution would inevitably THE PANEL 


lead to disagreements and ill 


What ar iT merit ; 


feeling 
eo seg ce he Beverley Pick: The sole justi E. C. MACKENZIE, 
ste f exhibition stands "<8 tor the use of unifor director, Sir William Crawford & Partners Lid 
shell stands ts the fear that some 
oe Dita ail ; eA ; . exhibitors, lett to devise then 
i Won : by, —— , a own schemes, are likely to bring GEORGE WH. GRIMALDI, 


‘ ivs of such ugliness cat 
ex , , exhibitions organiser. 
tability that the general 


ght be sen 


ne ear ae ae = yee orn | BEVERLEY P. PICK, 
he whole problem therefore 


n architec hy display and exhibition designer. 


OUSTN puire 


inges on the question: Have 


enough ex 


” ‘ i asa ’ perience in presenting ther Vv. ROTTER, 


products to be trusted with the 


E. ©. Mackenzie: Obviously asians Gf Giakt teen echae exhibition designer, managing director, Publicity 
simple. businesslike and utilitar { think that 1 nt develop Pinmning (28. 
} at ecent develop 
ian exhibition stands are prefer ments have proved bevond 
able, in the present state of doubt that they have. The more 
atfau to over-claborate, fanci prominent exhibitors taking part 
! ind necessar costly desizns in most exhibitions. under the orminality’ An exhibit” can hibitions whether trace 
This. however, does ut preclude lance (not dictation) of the possess both so long as the popular educational of 
org fisplayv ideas wit ne principa ext tion architect designer remembers that exhib: propagandist should be of 
stands themselves: in tact, the ire Likely to brine about. through thon design ts not an art form in ganised on identical basic lines 
ery opposite is the case: the the accumulative effect of their itself but an applied art A self-evident fallacy 
f restrictions = themselve Nv ite individual schemes. a fdr The fundamental function of I was among the early proneers 
cure think ind planning more exciting and impressive any exhibit is communication of the uniform shell scheme for 
so as to make the best of the — exhibitior whether it be to sell goods, an very good reasons. For some 
space and material available There w of course, always idea, or even a mood. Hence exhibitions there are still very 
It t be Imitted, at the be the exhibitor with vulgar the manner should serve, not good reasons for uniformity of 
same time. that the nifor taste t crn his tame master, the matter shell treatment. For others the 
: stands desizned by the organisers efforts by claiming that sales Uniform shell schemes are not) = go-as-you-please method 1's 
Ax of some recent exhibitions have considerations call the tune (a necessarily designed by the or equally night. It depends upon 
not alway heen help \ rather ruc argument) but, for ganiser. If the organser knows the exhibition and a// the circum 
exhibit s: the tvpe of fascia and tunately, experience has shown his business, he and the exhib: stances 
; letter clecte ind Poser that this kind of exhibitor 1s tron architect design them in The question can be effectively 
: on ext tors and the fesizners normally found in the galleries collaboration, whichensuresthat answered only if applied to a 
have ofte Ci distur hed shere a she tand scheme ts the drawing-board complex does particular exhibition 
and the « . schemes lacking for that re istified not result mm such disaster as V. Rotter: Original treatment 
- atior It is wrong tn any field to curb was seen recently atanexhibition — is, of course, a great asset to any 
Nove er iS ! interest the enthusias ind enterprise of whose designer had fatled to take stand. There are, however, two 
i te n ittract even when people any t rise above into account the effect of the limitations. Too much of the 
mat thised within an uninspired medocrity. But that is what has westering sun budget must not be used up to 
framew k t the ob been happeni to progressive There are inferences in the achieve this originality, and the 
c t n bett f dis exhibitors and their desizner question which | cannot accept novelty of treatment must not ; 
a) ed s created frst ote sith d t! etfects or The inference that no ex overshadow the goods or service 
ate { t hitects exhibitior isa whok hibition has any general ob Offered in the stand. In other 
( R peration betweer Let tr { recapture some ective beyond the sum of the words, the main function of the 
orga Pi ind exhibit nad f the spirit f excitement of a mdividual objectives of t Stand must not be mmpaired 
A tt PECtive te ‘ true { I the rizht kind exhibitors. This leaves out of In many cases it would be 
theretore eminent lesiradic of exh t e¢ hand wcount nany types of ex hetter for all concerned if ‘, 
Tt 1 be a better plan tha (;. H. Grimaldi: Stands ca hibitior exhibitors were given a free hand - 
ae es ic exniditk vt « od he ind tte ire hackneved The inference that a cx to design their own stand oa 
te sant tree Se “e ¢ ' t t nlified hibitors emp the service { even better if professional ce 
i be taken for granted, t ibh« tamp Thev can be lesigners of both competence signers were given a free hand 
de ther t tat evel ind ofter re itiltarian and ind lovalty to the function of (which sometimes makes quite a 
fer the over j per rig the exhibit and the exhibition iifference) This applies main : 
of tne Ite rworked pring Wi ! that there 1s a This 1s not a fact to big tland stands, separated 
4 pal exhibition architect, as this conflict between utility and The inference that a// ex by ample gangways. Any restric 
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Vv. ROTTER 


Original treatment an asset to 
any stand.’ 


trons here as to height, use of 
colour and so on can only be 
harmful 

In the case of small stands 
however, an overall scheme of 
treatment seems rather advanta- 
vCoOUS 

There ts no doubt that the 
shell stand system 1s the right 
approach here. At the same time, 
many shortcomings of the con 
entional shell schemes could be 
improved without raising the 
production costs appreciably 

In some modern exhibition 
hallsonthe Continent permanent 
bays are provided, mainly in 
contined spaces, which seem 
entirely satisfactory for the 
willer exhibitor and make a 


very neat and orderly impression 


QUESTION 2 


/ 


lt has always been t nt 

au f mn i/ 
h ‘ ’ i the 

, mip iw ry 
a poner ’ gucntly 
“an ‘fier ih the 
ov caus “ wn 
, ary " 

’ ” ’ 

‘ , all-r Wn 
can / ‘ hy 
planni i ead 

' / nadia 


V. Rotter: It can bx ed 


up to a pont 


There are Cal fo 
delay oat tt ‘ ir 
ning Very often the ev rs 
do not start in time the 
stand in hand, in ¢ P 
Planning, product 
stallation are deluved | e! 
cases the exhibitors are 
produce the exhibit ¢ 
Some arrive if at a he 
last moment 

All these delays ¢ m 


avoided by proper planning in 
advance There ire however 
many other causes for delay 
which are more difficult t 
counter. Very often the time f 
installation on the site is u 
adequate. This is sometime 
aggravated by restrictions u 
working hours in the early days 
causing, especially in the case of 
more claborate stands, a round 
the-clock rush in the last 48 
hours 

Insufficient unloading facilities 
and inadequate canteens are 
other sources of time SSE 
which can rarely be recovered 

Another cause for delay us the 
fact that mm the = exhibition 
industry the trade union rules 
are strictly adhered to. Calling 
in of non-umon specialists or 
non-union last-minute help can 
lead to strikes, putting the pro- 
duction time-table completely 
out of gear. On the other hand 
exhibition workers do like, and 
expect, a certain amount of 
overtume work and sometimes 
refuse a job, especially away 
from home, when overtime 1s 
not guaranteed 

Overtime and last-minute 
rushes cannot be completely 


avoided in exhibition construc 


tion 

G. H. Grimaldi: | cannot 
accept the words “always” and 
“most bor greater accuracy 
I prefer often ind SON 


So far as the completion of a 
promoters responsibilities are 
concerned, Lam not in a position 


to deal with unpunctuality fron 


first-hand experience. 1 


be due to vood organisation 


good improvisation, or mere 
good luck take vour pick 


From veneral observation of 
unpunctuality in the completion 
of individual exhibits, it would 


appear to me that, aside tron 


labour troubles and the ove 
time incentives to which ex 
trons peculiarly end the selves 


the principal causes might be 
looked for in 


\ small proportion of ex 


hibitors who tind tt iit 
nature to fit im with the 
necessities Of organisatiot 


Some of the designit 


ude % whi pur ctte a 1 
stands it the ten ! 
elevent! h ‘ fk shi 
VaTHihion ¢ lers 

Contract } ispla 
firms wecush cd the 
good old ivs he ire 
inable to adapt themselves t 


fiech fet 
the ideas and techniques of the 


present, 


Here again—you may take 
your pick! 

Beverley Pick: | wish I knew 
the answer to this question 
Exhibition people dismiss the 
accepting 
v¢ imevitable last-minute rush 
and crisis as being a traditional 
part of exhibition business. The 
us speed-up that 

sually takes place during the 

ist few hours belore opening ts 
i phenomenon which always 
imazes the uninitiated 

The trouble is that too often 
even this does not prevent stands 
from being incomplete on open 


mainly 


ing day. This is perhaps 
due to the fact that the seasonal 
nature of exhibition work tends 
to make some contractors accept 


more business than they can 


chew, only to find that during the 
last few hours they have neither 
the labour nor the facilities to 
complete several stands simul- 
taneously 

With exhibition work no two 
projects are the same and 
practically every job brings new 
problems and unforeseen diffi 
culties 

I might be accused of partisan 


ship if omitted to mention one 


BEVERLEY PICK 


“ .. exhibitors with vulgar 


i 
| 
tastes 
i 


tly quoted as 


the one and « cause of all 
lelays. We de s are accused 
of giving birth chemes and 
leviees Of suct tastic com- 
plexity and p cability that 
only a firn t clans could 
produce sucl in the short 
time ava ticul Ti 
iw of the gs supplied 
which leave t cre method 
of construct 1 to doubt 

fam not tak les, short ot 
mentioning t ob const 
tuting ar p problem to 
one | i a piece of 
cake toa ne 


Jury 


E. C. Mackenzie: Every good 
exhibition designer works to 
carefully prepared plans and 
time-schedules, which should 
obviate the necessity for last 
minute overtime and night work 
Many f 


upset the best laid schemes 


tors, however, tend to 


Fach stand involves the co 
operation of many contractors 
who are often themselves de 
pendent on other supphers 
and a single delay anywhere 
along the many delivery lines 
may cause a bottleneck or a 
complete stoppage of work 
Moreover, a large proportion 
of exhibition workers tend to 
go-slow’” in the earlier stages 
$0 as to leave as much as possible 
to the last minute, when over 
time and night rates have to be 
paid. Unauthorised strikes have 
also been known to cause a dead 
lock in the most carefully 
worked out time-tables, and it ts 
a lamentable fact that con- 


scientious workmen willing to 


ex themselves to the full are 
becoming a rarity 

Exhibitors themselves are often 
at fault. ertther by commissioning 
their designers too late, or by not 
leaving them a free hand once 
their schemes have been duly 
approved All too frequently 
they will interfere at the last 
minute 

The construction of exhibition 
Stands against 4 precise time 
limit involves so many human 
factors that it can hardly admit 
of the stopwatch precision and 
streamlined methods that are 
possible in other industries and 
would be highly desirable in the 


display trade 


QUESTION 3 


Is the present cost of ¢ 

hibition stands t higl 

E. C. Mackenzie: It is a 
rank scandal that such stands 
should cost as much as a 
10-room house 

G. H. Grimaldi: | do not 
think T pay t 


exhibition work, but [ am well 


2 
= 


aware that o exhibitors have 


been put tk nordinate cost 
largely to satisfy the exhibitionist 
tendencies of some designers 


Beverley Pick: Many ex 


hibitors, to prestige reasons 


displays at quite modest costs 
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TAKE A LEAD FROM NATURE 


use Colour to attract and to protect 


\ world in monochrome would be a drab place indeed ! Nature uses colour 
? to serve her purposes Poday, man’s industry depends upon a = similar 
e combination of attractive presentation with protection 


3 In our modern factory we blend art, knowledge and experience. Conse- 
quently we... devise packages which sell more quickly, carry more safely and 
display more effectively ... produce labels, bags, wrappers and cartons of all 
descriptions (using film or foil and their many laminations to the best advantage) 
... print in colour by letterpress, litho or gravure. 

In packaging problems, take a lead from Nature... and consult with us! 


BROWN BIBBY & GREGORY LTD 


Packaging Specialists & Colour Printers 


London Office: 9 Grafton St., W.I. Tel: Regent 2506 - Registered Office & Factory: Speke, Liverpool 19. Tel: Hunts Cross 133! 
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AMERICAN OVERSEAS AIRLINES Inc. 
COTTRELL & CO. 

DICTOGRAPH TELEPHONES LTD. 
NATIONAL FUR CO. LTD. 
SHELL-MEX & B.P. LTD. 
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CHADWICK-LATZ ir 


a5 ano PRODUCE 


PUBLICITY HOUSE © DYOTT STREET - LONDON - WC1 
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QUESTION | 


Is the importance and scope 


of direct mai as i major 
medium sufficiently understood 
hy the ave rage advertiser 
Martin Perry: Yes and no 
Many advertisers and advertising 
agents, having had experience of 
planned direct mail and 
having seen 


well 
tangible and con 
sistent results, fully appreciate 
its importance and scope 

Too many more have not 
appreciated it simply because 
they are still thinking in terms of 
cheap circularising, planned by 


the great unskilled Unlike 


every other form of advertising 


and publicity, direct mail works 


silently and unseen. They do not 
see its size and torce 
1 believe that in the next 


twelve months the scope of 


direct mail and tts portance in 


most marketing schemes will 
begin to be recognised at an ever 
increasing rate. With the rise in 
direct mail budgets and the better 


planning and methods being 


employed, it is daily reaching 
higher standards and producing 
remarkable results 

Kay Murphy: The importance 
and scope of direct matl is not 
vet sufficiently recognised in this 
country. In the USA. and 
Canada its importance has long 
been recognised and a consider 


able amount of valuable data ts 
available 
Here in 


every firn 


England practically 
necessarily maaes use 
of direct mat! advertising, but in 
many cases it 1s In SO uNnSCcIentific 
a manner that it 1s not recognised 


as direct ma 


A case in point: A manutac 
turer of n act nery in the rorth 
was telling me how his tirm had 
done good yusiness abroad 


simply by sending good letters 


and catalogues to selected firms 


When I said I 
he said Oh, no 


giad you used 
direct mail 
we did not, we just sent letters 
S. C. Simmonds: The average 
advertiser in this country has 


little appreciation of the 


very 


DIRECT MAIL SESSION 


Can Direct Mail Be Used 
To Earn Dollars? 


importance and scope of direct 
mail. With a few notable excep- 


tions, most of them regard it as 
circularising and think of it in 
terms of the odd mailing instead 


of regarding it as an integral part 
of the advertising and marketing 
plan 

There is a growing awareness 
of the fact that 
d maror 


direct mail 1s 


advertising medium, 
brought about largely by the im- 
pact of the 


and example 


American influence 
evidenced too by 
the development of advertising 
direct 


agencies specialising in 


mail and, while this develop- 


ment will undoubtedly tncrease 
rapidly, there 1s a lot of ground 
to be covered yet 

C. Derry: My 
question 1s Yes The m 
scope of 


appreciated by 


answer to the 
portance and direct 
been 
advertisers over a much longer 
period than most people to-day 
realise. Betore the first world war 


mail has 


it was a tar greater medium than 
Press advertising. Direct mail ts 
a part of and as old as advertising 

the printed 
the fact that it goes by 


Saies message 
Post is 
purely incidental 
The vendors of envelopes 
Stunts, and gadgets 
suggest that there is 
different or special 


Much of this propa 


addresses 
try to 
something 
about it 

debunking 


ganda sadly needs 


The importance and skilful part 
of the job ts producing the 
catalogue or other = printed 


message, that one wants to send 
to old or prospective customers 


Direct, or indirect, mail is 


merely a means of transporta 
tlon—a means of conveving a 
printed message from A to B 
GPO mut it 


ostly by t 


‘ y ne 
ymuld be by Carter Paterson or 
the British Railways (at one time 
many catalogues were distribu 
ted in this manner) 

k. Symes Bond: Of course it 
isn't Good thing, 
too, for it who do a 
useful and well-deserved advan 


understood 


gives us 


tage over our competitors. For 


one thing, they can't see clearly 


In this 


session 


ADVERTISER'S WEEKLY 


five well-known de- 


signers and users of direct mail agree 


that if advertisers knew more about 


this “‘silent service’’ they would 
make greater use of it. There is, 
however, some dispute about its 


effectiveness in the export market 


KAY M. MURPHY, 


ing Association. 


MARTIN H. PERRY, 


C. DERRY, 
order retailers. 
E. SYMES BOND, 
B.D.M.A.A, 


. C. SIMMONDS, 


Ww 


THE PANEL 


director and general 
tute Ltd., chairman, British Direct Mail Advertis- 


managing director, The Direct Mail € entre. 


managing director, 


director, The Vase Press Ltd., former chairman, 


r,1 ply 


Insti- 


Ambrose Wilson Ltd., mail 


ging director,S 


ds (Postal Publicity ) Lid 


Them 
have 


dome, 


report that we 


what we are 
travellers 
been “‘sending out circulars of 
something and they may get 
hold of specimens. The 
Press has helped us a lot, by 
always implying that Press ad 


some 


is the one and only 


form of advertising. Incidentally 


vertising 
Press advertising has im many 
cases come short of its full effect 
because it was not supported by 
direct mail 

Many who do try direct mai! 
make mustakes which seem 
elementary to us and, naturally 
the results are poor. Then they 
blame not their lack of experi 
itselt 
Capable planners and producers 
of direct mail matter are few in 
number 


QUESTION 2 


What has caused the tre 


mendous increase in interest in 


ence but the medium 


direct mail during the past vear 

or two 

C. Derry: | do not think there 
has been a tremendous increase 
It is merely a reversion to the 
pre-war state of affairs, brought 
back largely by the removal of 
paper restrictions. My waste 
paper basket 1s distinctly less full 
than it was before the war 


Ss. ©. Simmonds: 
single answer to this question 
Several factors have contributed 
to the rncrease. One of the more 


There is no 


obvious os that the shortage of 
large 
number of advertisers to turn to 


Press space caused a 


direct mail as an alternative 


medium, and having discovered 
its power they have continued to 
With the end of paper 
with newspaper 
there was 


use it 
rationing, but 
space still restricted 
bound to be a large increase in 
direct mail. The second reason ts 
an outcome of the tirst.-given 
the opportunity raul 
proved itself 


Another reason is the growing 


direct 


awareness of direct mail, its own 
logical development and the 
realisation that in its sphere it 1s 
the most eflective medium to use 
Finally 


tion of a more skilled advisory 


of course, the introduc 
service by a few progressive pro 


duction houses. together with 


agencies specialising in direct 
mai, has meant that the direct 
mail advertiser can now receive 
the same standard of advice and 
skilled planning as 1s available to 
him from the general advertising 
agent for other forms of market- 
ing. This, in turn, has meant 
the planning and execution of 
more scientific direct mail with a 
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KAY MURPHY MARTIN PERRY Cc. DERRY ©& SYMES BOND Ss. Cc. SIMMONDS 


“Scope not vet fully re- “Daily reaching higher “Merely a means of “Tremendous increase? “Effective medium in ex- 
coynised.” standards.” transportation” | had not heard.” port drive.” 


the post-wi ’ na ‘ vers’ Association, it was 9 any particular section of business 

ing larger bud { these have for “ aver r that American busi iwate Community. Tests can 

oted to this form of advertising for its effective use ! SCS le 0 t rewional > carried out in small batches 
bk. Symes Bond: | had not Martin Perry: More inte: lant ising localised Press intl the right selling angle has 
heard atx ‘ndous being taken because mx nd direct mi been proved and mailings con 
are using and more sul ay tead Some advertising agencies in tined to any area or group of 


restrictions hecome known Direct Great Britain have instituted an prospects however selective 


they tind thinking and planning ist interesting scheme of ©*co-opera The dollar areas particularly 
themsels« ’ position improved; a ofession it tive et ail advertising are so familiar with direct mail 
handle more business) Member attracting bette n. Itha t shereby ; utects and others so muchis it part of their normal 
hip of the BIDM AA has grown ws fu vir ‘ t we direct ailing material life, that they expect it and res 
MCTeAS since the war. but it adolescence ’ a t trom five « x different firms pond to it 


tll absurc or producing tangib rohit with non-competing products The oft repeated warning 


vith the nu ‘ av results C. Derry: | do not think direct should be stressed again that 
4 


for export advertising 


ther to lesmat Then ‘ sou past ul can be used as a mayor direct mail 
other | ( i ert ¢ export arive ediun Most must be stvled and presented to 
rs are of a bulk nature suit the market 
idvertising ‘ ere eve » distribu s. thes, in turn Correct listing 1s always tn 
inclined to shun it) itis now ber selling to the consumer, perhaps portant but perhaps even more 
ChatION, OF realised that direct h ' b direct mal advertising so when mailing abroad 

fen rather than th detinite part to play tn sta Personal contact by a salesman Direct mail, expertly prepared 
Practitioners in nail are marketing plans t not sho can ak the language of  colourtul andy *n in the 
extremely busy ’ doubt if competitive with other f t the country is the best means ot nhiom of the country, not a 
there ou much t being advertising and I ‘ ! i “vs verseas. Make no translation can indeed be a 


fay as ther was | idvertising account nistake here. The salesman may powertul selling weapon but 


Tired 
One advertiser ow ve happen to have a good catalogue parsimony in production can do 

ay Murphy: The ‘ f known in hes teld ar nding ith him all the better, but that more harm than good 
est in di | he p over £35,000 pet nun t is incidental Martin Perry: Direct mail 


advertising, s d with bL. Symes Bond: Export direc cannot economically sell a mass 


mail ’ en i mail requires ever ore caretul ! 


market. It can sell the retailers 
Another, who began using direct ning and preparation than and distributors: it can enable 
| ly three vears a now ( itt osted to home a British manufacturer to make 
allocates; £10,000 nnua ’ Mit flerent handling = an area test in a foreign country 
hudvet ! gladly tor litleren tries More at an econo price and in a 
horate presen scientific manner, and it can sell 


ation, con a specialised product tf the value 


QUESTION 3 t N | { llustration ot the order ts great enough 
lollo . t are not Direct mat! cannot sell to the 
been study i ore caret f people of a country — Press. 
netho — x rs, . WY export posters, films. radio, can do it 
their ourebh earl } ‘ it r i ! t better and cheaper but it can 
shown what portant mar : ‘ sstul whe i in ‘Hl to those limited groups which 
direct mat ’ hay Murphy: Direct { melo Iver is feature aln ‘very marketing 
m the im af vertuising iS a necessit ‘ t Sus tl ti me } roOpos 
The t ot VSI nd R put 1 f ind s { i le Mar posted trom. this 
restricth ! t n Ky ’ port «ar t the 1th ir , wl t yuntry ! producing extra- 
maduced . rms tl S.A. and Cana Yara " cunt in ‘ illy used wdinary results One recent 
greater attent nto N t enables the Brit porter tf I mating sent t to retailers in 
and the ts wer t , recon ‘ detlect ‘ rect mi Canada. actually opened 287 
in many at ’ . P ckhed by lo a 1 ' * mew accounts in six weeks at a 
interest Ww. j Nes adve , crxapo ne : cost of less than £500 
The NM ’ t 1 nt conter ‘ t King a market Direct ma can be used 
have alwi wed direct nt ne! i nit States. fo successfully tor export selling 


advertising ya ’ th ypor " tea sed to reach ind ts so used every day 
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ADVERTISER'S WEB!.LY 


Simmonds (POSTAL PUBLICITY) utp 


are 
now in new larger premises at :— 


Le 82-84 PECKHAM RYE, LONDON, S.E.15 
the new telephone number is :— 
NEW CROSS 5541 


* 


This is also the home of our associate company 


SIMMONDS PRINTERS trp 


‘sconurcnaes — T. ROBINSON STUDIOS LTD. 


exhibitors from 1870 


have designed, painted and built scenic murals, 
dioramas, displays and exhibition: stands for 
Government Departments, Municipalities and 
T LTD R National advertisers at) most exhibitions at 
home and abroad during fiwe reigns. 
studios 


* 


* 


* 


T. ROBINSON STUDIOS “We designed and painted the scenic effects for 


LIMITED the Commando Cliff raid, at the ‘Royal Military 


Head Office 


Tournament.” Earls Court, June 1950.” 
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ADVERTISER'S WEEKLY 


The advertising agency man says that 

REPRODUCTION SESSION prices are high and that there is 
room for im yyvement in the 

standard of printing in full colour. 

F il ¢ i ‘3 The printers say that they are doing 
u @) our uture their es ; as conditions 


allow t b Ss are accused of 


‘As Sure As Sunrise’ 


QUESTION | with any certainty how ma —_—-THE PANEL— 


tyres they sold fron 


white page in last week's | BEATRICE WARDE, 


motoring periodical or t i publicity manager, The Monotype Corporation Ltd. 


\y ufficient Use 


make comparison 


measured attention values 1 A. H. H. GOODWIN, 


often shown full chairman and managing director, Gee & Watson 


considerably more ¢ t an Lid.. president, Federation of Master Process 
. , —— 
George Towers: | believe thi black and white. bu belies Engravers 
{ 


many regular advertisers Sure it = 
irely is obvi 


lurger circulation colour alone is we ugh ; CLAUD WYATT, 
periodical disinclined to use : 

; conceived blac) {whi a advertising consultant to ©. & b. Layton Lid 
may have more attention 


general improvement than a badly conceived colour R. H. GREGORY, 


in the standards of the printing page. Harn {4 


e until there ire 


r" ear . the ns in de, an managing director, Brown, Bibby & Gregory Ltd. 
ie preparation of the o by the unwarrantable winni 


of attention through the bon G. A. TOWERS 
bastic use of colour 
Kenneth Nays: Step up colour 


advertising by all means 


artwork generally absorbs 1 
cand ts often more expensive 
ina black and white job: but art director, Masius & Fergusson Ltd 

manufacturer with 


KENNETH E. MAYS, 


manager, Bemrose Publicity Litd., Derby 


best presented 

I ~ (assuming the appropriation can 
suld not be deterred by these \ 
, ot be deterrec these be increased), but the effect on 
OMCCTIONS 


the black-and-white advertiser 


That there are 
| 


who will with us for 
mwazines 
: time yet, ought to be cons 
tt ray 
a nite more colou 
the past two years 
u make our 
irked improvements 
J and exciting 
ns! ’ : nonotone 
; number ne-coloul! 1 ; -s 
planned enti | } 
ments will sulfler st 
printing 
, hi comparison. Despite the 
An examination of 
, up mar efforts to kee; 
colour and ! ochre « 
how 
Vertisements apa 
must 
gome to ippear more 
hew 
than ever against the 
it 
— volume of colour, Hoy } the pr 
colour ya) nas " machinew 
prospect’ cutting orm 


The 


advert 


QUESTION 2 
tre Britis j 


colour 

what 

expected 

Beatrice Warde: 
ert ments wl 
thoatr 


pauper ‘ : : P PF i f other « ” 
seen spa 


und that ours 


ibroad have inc } sards Beatrice Ward: I 


that a 
the goods “uses re thos ed 


Kierset 
presente anes annie 
art bu the é 

Claude Wyatt: VI 
research nen have 
POOSttEVe 
yours 
means 
cvample r assess tl { in ant cleansers 
he colour pages R. HL. Gregory: The 
have used for t ! word is, Of C4 « ‘ 
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HELEN JARDINE 


ARTISTS LTD. 


lelephone 


ITEM Bar 6720 


33-35 WELLINGTON ST., STRAND, W.C.2 


Designers 


OPAQUE 


WATER COLOURS 


Test ours ‘ nclude the attractive Tyrian Rose, brilliant 
Mistletoe Green and nusual Myosotis Blue, fulfil all the require 
ments of the artist and design Prove their excellent qualities and 
give your work that extra brilliance so vital to attr 

. > ? a 
REEVES 
3 Cha 


g Cross Road 


active designs by 


& SONS. LTD. “Ere 


wc? 78 Kensington High Street, London, WS 
anade 20 Richmond Street West. Toront 


ADVERTISER'S WEEKLY 


SINCE THE GREATER PART of all letterpress printing ts done on 


cylinder machines, we feel logical that we ourselves 


should employ none but cylinder mac! 


ac rs for proofing all 


c 
black-and-white and colour blocks. This is no innovation, but 
a routine Gee & Watson practice of many yeurs 
Admittedly, no proofing conditions can exactly match a printing 
press on the run, but you will agree that results obtained from 
plates proofed on cylinder machines provide a truer yardstick 


for the printer to match on the run than proofs which are taken 


on hand presses or platens 


Gee & Watson 


It l SHOE LANE - FLEET STREET - LONDON - EC4 
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ADVERTISER'S WEEKLY 


It would be a s ec ot nu 
lation to have available other 
types with the printing virtues of 
Call, Crotesque Bodom and 
Time 

A. HHL. Goodwins Notevery 
ne look at typography from 
the same point of vu To some 


mtere ing tvpograph CONSISTS 


tlways having an abundance 
0 new typetaces it oone 
command These are the tolk 


who quite likely in pre-war days 


were continually forcing ad 
ertisement typesetters to put 
chase new faces at very con 
siderable cost just because they 
were new faces and not because 
of them true values as type faces 
d 


mean a continuous secking after 


cs not 


Good typoxraphy 


new faces to brighten up a 


monotonous kind of layout 
but of using the excellent faces 
which have existed in large 
variety for many years 

R.H. Gregory: A large percen 
tage of British advertisers are not 
in a typographical rut, especially 
the larger concerns. Over the past 
10 to 1S years there has been a 


distinct improvement in the use 


of type faces and display in this 
country 
1 would say that British 


advertising typography has 
reached a standard favourably 
comparing with that of any 
other country 

C laud Wyatt: The whole world 
is inclined to the traditional in 


typographical layout because the 


traditional iw readable 
symmetrical and motlensive: this 
by virtue of its simp 1 To 
follow traditional torr not 
the sume as beine u ins 
more than ws the current vc oot 
such old type faces as Grat ond 
(1831) and Bodom: (1760) 

Kenneth Mays: Thx rrent 
vogue for white space sa 
how tw behold the 
seemingly tat enth ins 
agreement between B hivpo 
graphers to keep t } stvle 
for the da ind crash 
m with €C oope 8 Bold 
C helts i rn ind 
other weap are to 
some of the t the 
1WO's At least 

The work tt Ki sh 
tvpographers ts sey n 


QUESTION 3 


De hh s/ 
they car (y 
cntou yy 


ccd 


and other genuin thou 


fo meet the yu ment 
advertiser and jal ; " 
agent If not, what more 
could they do to rai 
fandard f reproduction a 


thus those of British ad 

presentation 

RK. H. 
speaking 


Gregory: Crenera 
British printer ind 


process er 


Me i’ oa 
present conditions will allow ' 
meeting the requiremer 
advertisers and advertising 
agents. The number of skilled 
craftsmen im the printing and 
process engraving ind 
falls away very far short of what 
18S Necessary to meet the demar 
made upon those industric 
Greater help could be er 
by advertisers and advert 
agents to printers and proce 


engravers if, at the begins 


their ideas were discussed 
the light of the technical 
requirements = of production 


Whilst an artist can create a 
most attractive and 


layout, it often proves unsurta 


either at the stage of p 


engraving or bulk production 


A. HE. HL. Goodwin: Do adver 
tising agentsrealise to whatextent 
any economic flow of productior 
is upset by engravers constant 
efforts to produce blocks 1n les 
than the normal time’ If o 
the rush work which continua 


reduces our works to the verge 


of chaos could be reduced t i 
maximum of five per cent 
only would we be ‘ loa 
lot more work with the ' 
manpower but i ot re 
people would tind that ther work 
was consistently comu 
time 

We can talk about raising the 
standards of reproduction, where 
it os called for shen mur 
customers as a whole (hut 
particular those gentlemen wt 
are alway varving devrec f 


smoother flow of product 
Claud Wyatt: | 


to be spitetul about th 


but it really hou ead 1) 
advertisers and a t 
avents do all thev can to meet 
the requirements of printe 


Process CHRFAVCTS 
The capucits the ma try ts 


limited by the tota x“ 


emade and every pit t tvpse 


wasted which 


GEORGE TOWERS 
There are a few well-printed 
mayaz ines 


\ tenne, London 
BEATRICE WARDE 
Standard of press-work has 

sunk so low. 


KENNETH MAYS 
Current vogue for white space 
is a joy 


Ps ° 
a ' 
A. H. H. GOODWIN 


Labour not used to best 
advantage. 


should never have been wasted 


Few of us-—-if we examine 
ourselves in true humility 
‘ ld assert that these things 
could not be brought to book' 
Kenneth Mays: Buyers of 
Print, msisting unreasonable 
d c lates | good-class 
Nrust le the fact that 
in printe rks there are 
ready score ie ips hundreds 
W other ¢ obs in the 
queue belore tl All urgent 
& me No t 1 ly ip 
preciated | nachining 
hedule ¢ { intricate 
business in a vorks where 
i pes achine lfc 


tely a short 


isl¥) Can De 


wet Db ait requests of 
fs. How the 
‘ S caused material 
re t he custome 
« i ms job has 
¢ back two the 
act 
On the he i. the a 
+ MX t sec ! 


George Lowers ludgs y by 


block th cre is det 


Killed process 


engravers. This has become more 
apparent since the increase in 
size of advertisement spaces and 
the consequent greater use of 
half-tone illustrations 


It is ironical that we should 


stl have recourse to scrape! 
board drawings, over sixtyv vears 
after the inception of halt-tone 
reproduction. One wonders 


whether trade insonism 1s 


stultifving the genuine crattst 


Beatrice Warde: We must 
distinguish between the printing 
office which competes on service 
or ilue for 1ONeY ind the 


other which has no ambition 
hevond giving the customer what 
he seen s to “Wal 
he seems willing 
Several dist 


printing houses 


which they were noted before the 


Wal The general standard of 
press work ict nv) in Great 
Brita has sunk s« , that a 


printed word 
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LETTERING 


l-omont 


Rondo 


! 


* STYLISH 


Studio 
Nobel 


De Roos 


4 
m 
o 
x= 
~~ 
o 
> 
- 


LIBRA 


) ; 
( yracta 


Bodoni 


9NIHIODNOLIY 


PYPEFOUNDRY ‘AMSTERDAM 
Amsterdam. Holland 
F A RIDGEWELL © Co LTD 


N C1 lel Holborn 3576 


ie ~@ Hows Hone” ong te« 


A sf Jury 20. 1950) xy Po ] 
bi BOARD a tall ? : 
Ste “i r printer : 
: & 4 Ask you } 
| ” ° — .. ES! | . 
yi ; 7 rERDAM ee a 

ro — ; \Ms _ eS 

; a. 38 , : 

-* f f = a 

; i. cs", ; : 
. / ~~, <>) jz vs \\ pr | pes | 
Icy fy ° capare(e oie , 

13 Sep 7) wel _ a 

_ i = || — 

5 tie 4 i Aj =z eT Sn , 1 
a // aad | ‘ tt t we 

. ‘ n ; 
rag = une ss t; 
ay - 
my : " rv « lete t f modern Gr 
Le eres nw 
ae eee wy ' 
A | a “ a 
\ i 7 Qa . a a: 
\ Ng slic, exquisite « es of continental ty | js 
| > 2 a : 
. - 
: Aw i} Ce 7 
| KY, a s really elegant serip | 
h/t) 
d +4 r 
+, @ o C z 
| Ly.’ ZY sei £ 

a (4g Sty, —-_ S| - 

© SP &, |e . = a 

ik | ! we 

. 2 
a/ Lt 
Hi ™ 4 4 
3 od Pag 
+ q 
At e — it Na el i 
ei ai “ - 
& S . 2 
< \ E 
| Yo yisu® 
: — we ° EEE : 
ce ft we “ali aa a $s - —_ ers we Pa een oe i a ae 3 iia ea 7 ea i eee 


ADVERTISER'S WEEKLY 


SILK SCREEN SESSION 


Mechanisation Means 


More Scope, 
Reduced Prices 


QUESTION | 


What are the advantages of 


the kh screen proc and 
whal use can i he pul to in 
addition toa th printing of 
i fer howcards and windary 


display mater 


H. Ashford Down: Silk screen 
printing has a number of ad 
vantages over the more orthodox 
forms of printing and is in a 
class by uself. It is so versatile 
that printing can be produced on 
ulmost any surface and any 
maternal including mude-up 
articles 

The most dynamic advantage 
of all os that masses of brilliant 
colour can be transferred by the 
process to any maternal By no 
other process can the new high 
gloss and “Day Glo” fluorescent 
paints be brought into com 


mercial use; im fact, by no other 


process can colour value be so 
furthfully expressed 

An cconome point | often 
discuss with print buyer shen 
dealing with iles nad and 
howeards, ts the fact that with 
other printing process t is 
necessary first to print paper 
ind then paste the paps print 
on to cardboard t with 
sik screen print tl pera 
tron can Pe carried ecton 
inv thickne t ‘ 

Artist At ilised 
in producing crea kK for 
oul ralust hava i a nme 
that | roy ovthye is it 
AL ible tantht ‘ae 


aun artists of 


R. Foster: The que the 
advantages of the | trikes 
neht at the centre ison 
for the very exist { silk 
screen print 4 inal 
deliberate cc Kc he 
given to produce ad 
vantages t 
looked of 
" aitter ‘ ! hact uA { 
ts most fundame « 
ws the ability to p 1« 
variety of materia yes 


far beyond the scope of any other 
known process 
C. H. Priestley: Speaking as 
one who helped to develop the 
process from its earliest days in 
this country | would say that 
the primary advantages of the 
process are these 
Simplicity of operation 
Economy of production tor 
short runs 
Speed of initial preparation 
Brilhance and = solidity” of 
colour 
Versatility in choice of print 
ing surface and pigments 
The process has few of the 
complicated make-ready prob 
lems of other printing methods 
and it dispenses with the use of 
blocks and plates. Printing sizes 


are limited only by the size of the 


paper or material availa 
the dimensions of the printi 
table 

Special inks are sometimes nec 
essary, but the industry has adapt 
ed iself rapidly and econom 
cally to these varied demands 
In spite of this extreme versati 
litv, the process has clear-cut 
limitations which even the most 
ambitious operator would be 
wise to respec 

To my mind, one of the chiet 
advantaves is the brilliance ot 
the solid colours available, even 
when printed over dark surfaces 
White on black, for instance 
offers no dithculty 
C. R. Young: Broadly speak 


ing, silk screen process is the 


step 


i 


between hand prod { 


chon and 
the machine. Yet it will always 
be, particularly in the prepara 
tron of stencils, a hand craft in 
the highest sense of the tern 


The field of appleation of the 


process Is ense and there 
ws hardly any type of business 
which will not be able to take 
nivantave of its versa 

To-da bodied ! 
chre ite c s c \ 

tatvic vents are nd 
tow ect on to a St CVE 
VX ! itera € beauutit 


Burning topic in the industry to-day 


Jury 20. 1950 


is mechanisation. Arguments for— 

it’s cheaper, better, quicker; against 

—true craftsmanship sacrificed for 

speed and profit. Conclusion: general 

introduction of the mechanical pro- 
cess is inevitable. 


president, Display 


R. FOSTER, 


council member, 


A. H. CLARKE, 


c. R. YOUNG, 


THE PANEL 
CHARLES H. PRIESTLEY, 


managing director, Priestley Studios Ltd., past- 
Printers Association. 
H. ASHFORD DOWN, 


managing director, 


managing director, R. Foster & Co. (Display) Ltd., 


Screen Printers Association. 


managing director, A. H. Clarke & Co. (Ealing) Ltd. 


joint-managing director, Silk Screen Arts Ltd. 


Producers and Silk Screen 


Display Craft Ltd. 


Display Producers and Silk 


designs are being laid down on to 
textiles and P.V.C. material in 
roll form for subsequent making 
up into curtains and table 
covers, and little imagination 1s 
needed to connect its possibill 
ties in the display and exhibition 
tields when materials are printed 
with suitable designs, repeated 
lettering, house or trade marks 

A. H. Clarke: One of the great 
advantages of the silk screen 
printing process ts the speedy and 
comparatively cheap preparatory 


work and make-ready, which has 


‘ 


the result of ¢ 2 a quicker 


delivery and economical 


price when compared with other 
printing proce 

The ink use vhich may be 
matt Or ZIOSSS tains far more 
body-colour tt normal litho 
or letterpress ks, giving a 


much more b int effect 


QUESTION 2 


What are ely develop 
rent possib a 
top r n process in 
R. Foster: | k forward to 

the expans t he silk screen 
industry with tmost confi 
dence. The p tv and the 
acclaim g the Press to 


recent developments is at last 
conquering the somewhat 
biased attitude that has been 
prevalent since the early days 

Its apparent simplicity of 
operation (and I say “apparent” 
with the full consciousness of the 
depths of deceit that this can 
attain) has been, in itself, a bar 
to its full measure of recognition 
as one of the most highly skilled 
and technical crafts in the modern 
advertising field 

C. H. Priestley: I think that 
future use will be centred around 
the half-tone process for posters 
and large scale photographic ren 
derings of coarse screen printing 
Any attempt to commercialise 
tine-screen half-tone work, which 
is the normal province of letter 
press, offset or gravure, 1s 
fraught with danger. Few screen 
printers have either the tech- 
nical knowledge, equipment or 
experience successfully to cope 
with colour half-tone 

Development is, to a great 
extent, dependent on the pos 
sible introduction of new types 
of ink and pigments, stencil 


media and 


actual screening 
material. Trichromatic and 
monochromatic half-tone re 
production on a very large scale 


(C ontinued on page \\V) 
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Design 
For 
SELLING 


THE ASTRAL ARTS GROUP repre 


tri 


THE SERVICE WE OFFER 


*® First-class illustration artwork and 
typography for technical, industrial 
and commercial advertising. 

*® Printing litho, photo-litho, and 
letterpress and the design and 
production of Sales Literature, Bro- 
chures, Folders and House Organs. 
*® Complete block-making and ty pe- 
setting service. 

*& Copywriting and campaign plan- 
ning. 

*® Design, construction, and main- 
tenance of Exhibition Stands. 

*® Showceards and window di plays, 
including Sales Campaign units and 
Dealer-aids, 

* Photography, monochrome and 
colour, and copyprint service, 


*® Technical translation service. 


Astral 
Arts 


Group LIMITED 


245 VAUNHALL BRIDGE ROAD, LONDON, S.W.; 


RIA #y — IKPCC TOM I SAW N AKNER 


oe) 


A.S. KNIGHT 


LIMITED 


Irtists fyents 


Granville House 


Arundel Street. London, W.C.2 


for whom we act: 


ACANTHUS 

LESLIE BOWYER 
RUSSELL BROCKBANK 
HOOKWAY COWLES 

G. FANCETI 

HAROLD FORSTER 
GRACE GOLDEN 

H. W. HAILSTONI 
BERYL HARTLAND 
VIVNIEN HISLOP 
DIANA HUGHES-HtUGHES 
ANDREW JOHNSON 
ALMA K. LEI 

EDGAR LONGMAN 
FRANCIS MARSHALL 
VIBEKE MENCKI 

FRED MIDDLEHURS! 
GORDON NICOL! 

ALE NANDER OLIPHANT 
JOAN PACH 

VERONICA PAPWORTH 
ANDREW ROBB 
LDWARD W. ROBERTSON 
MARJORIE SLADI 

GG. N. SPROD 

ERIC STEMP 

JENETTA VISI 

JOHN WARD 

GERALD WOOD 


and other 


Please ask for specimens 
if you need them 


TELEPHONE TEMPLE BAR ©0293 
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EXHIBITION STANDS 


How many specialists 
equal one all-rounder? 


the 
simply be- 
cause we are so often accused 
of being specialists. 

The fact is that we are all- 
rounders and, if we may be 
said to specialise in anything, 
it is good photography and 
good commercial-art work. 


Not that it matters... 
thought arose 


For either of which—tele- 
phone Museum 8434. 


STUDIO 


22 Chenies 


BRIGGS LTD. 


W.C.l 


Street, London, 


DISPLAY 


ADVERTISING 


@ QUALITY IN ALL BRANCHES OF COMMERCIAL ART 


30 FL 


STUDIO LISA present 
ary 2 


¢ 


rinting of Quality 
Pp: the name Priestley 
are synonymous. Advertisers, 
Manufacturers and Publishers 
have been using our designs and 
screen printing for twenty-five 
years. Many famous firms are 
still reaping the harvest of 
successful business through 
Quality Printing at 
keen prices from 
Priestleys- Pioneers 
of Better Display 
& Screen Printing. 


Priestleys 


PRIESTLEY STUDIOS LIMITED 


9 BUCKINGHAM ST., W.C.2 
COMMERCIAL ROAD, GLOUCESTER TEL. 22281-2-3 
MANCHESTER © BIRMINGHAM @ CARDIFF 
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C. H. PRIESTLEY 
New vista opens up. 


H. ASHFORD DOWN 


a 


It is so versatile 


R. FOSTER 
Quality must suffer 


A. H. CLARKE 


Quality better, of cours 


c. R. YOUNG 
snags and difficulties 


l believe 


commercial proposition 


will, become a really 


A new vista of approach has 
been opened up by serigraphic 


reproduction 


A. H. Clarke: The main 
direction tro which develop 
ment seems to be coming 
appears to be in the greater 
degree of mechanisation. There 


are now several machines 


available capable of quite rapid 


printing speeds, and it seems 
likely that these will be still 
further improved by automatic 
feeding and delivery. This will, of 


course, require the colour 


facturers to get busy evolving a 


really rapid drving screen colour 


and so obviate the need for 
drying racks, which have been 
for so long the bane of every 
silk screen printer's life, as they 


take up so much space 

H. Ashford Down: I would say 
first and foremost, that the 
industry — the baby of the newer 
printing processes has become 
a process of real merit, and that 


it 


results irc to-day rr 0 


the special achievements of the 


industry w reach even greater 
perfection I reter to halt-tone 
printing, serigraph reliel 
printing tre photographic 
Stencils, and so on 

C.R. Young: With the advent 
of new types of sten hiims 
synthetic and ce ose ¢ ours 
which are being used oper p 


when 


give 


withou 
' ‘ j : ' j 
or stoving display de 
positions Large banners in 
limp f cS can he ide |! 
not ge and othe irge out 
dow mectir irguce pancis 
1} ' ‘ 


vertising matter are now being 


processed. Further possibilities 


are endless 


QUESTION 3 


How 


H. Ashford Down: Mechanrsa 


tron has to come because, living 


mechan ut ’ 


ature of the industry 


as we do in a mechanical age 
science should come to our aid 
to help remove the drudgery of 
hand printing when working on 
runs of upwards of 1,000 
Various silk screen printing 
machines throughout the world 
1.000 to 
000 


are operating runs of 
20.000 at rates of 200 to 
per hour with technical skill and 
herency 


But there will 


ct 
always be a 
place for hand operated work 


because no other process can 


deal economically 
runs on such an economic basi 


and in such a var of way 


R. Foster: The class and 


vidual pul st necessarily 
Mm scrifice t racking speed 
ind | view with some concerr 
the gradua filtration which 
mechanisati t ike upon 
the individual sh nd personal 
pride of the craftsma 


\. bi. Clarke: 


' ' 1 ¢t 


de compet c vere previousl 
he was right tof the running 

The quality of the work 
produced mechar ally wall, of 
course, De cor lerably better 
than that printed by the manual 
n T} n tor 


relieved of the arduous task of 
pulling the squeegee back an 


forth all day, will not suffer fron 


tatizue to anvthing Itkhe the same 


degree and will consequently be 
more attentive to other points 
The fact that the squeegee is not 

" 


touched by hand will make for 


cleaner work with fewer finger 


marks, and the pressure, being 


applhed automatically, will be 
more even and give a smalier 
colour deposit 

C. R. Young: It ws believed 
that many people who thorough 


ly understand the process an 


have knowledge of the many 


snags and difficulties inseparable 
trom the printing operation wil 
be hesitant in accepting 


mechanisation whole-hearted 


Owrng to the constantly present 
risk of spurt, clog, or slide, the 
hand operator, or racker, sub 
consciously inspects each cops 
made and constantly adjusts ar 
shortcomings 


Admittedly 


types of rh tor 


there are many 


which mechan 


sauion would be desirable, par 
ticularly on continuity produc 
tions when undertaken by 
operators who have passed 
through lengthy training periods 
But the 


ease of switching quickly 


extreme clasticity and 
from 
colour to colour will always 
remain the privilege of the hand 
operator cratisman 

© .H. Priestley: Mechanisation 
should prove of benefit to both 
buyer and processor of screened 
material. For anything but the 
shortest runs, prices should be 
considerably reduced and = the 
quality of reproduction im 
proved The development of 
photographic 


mks and 


preparation 
screens subsequent 
processes will all play a part in 
the improvement of quality 
Installation of mechanical aids 
such as conveyor equipment 
drying plant 


ind, of 


stoving appliances 
great importance i“ 
foolproof automatic feed device 
will effect further radical 


mechanical changes 


This comprehensive 
mechanised silk screen process was seen on the stand of Display 
Craft Ltd. at the British Industries Fair 


range of specimens of printing by the 
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SILK SCREEN PRINTING 
Li 
EA Ling 3626-74 


. 4 . ‘ al - ‘ 
EALING. W.5 
LOmMOOn OFFice 
NEWMAN YARD w) 

OP . 
t 


“FINELINE” 
DRAWING BOARDS 


“Fineline’’ Drawing Boards 
have been established and sup- 
plied for the past 20 years solely 
by Messrs. W.). SAVILLE & CO 
LTD, who wish it to be known 
that anyone else offering Boards 
under this name will be pro- 
ceeded against for infringement 
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MERCURY 


DISPLAYS LTD 


245 VAUXHALL BRIDGE ROAD 
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SHOW C 
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ISPLAYS ~ SILK 
LETTERING s 
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1S Trinity St., Hudder: fiel 
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Welbeck 1876 
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WE PRINT for the ADVERTISER 


MERE AT YOUR SERVICE 


are practical experience of the Graphic Arts, understanding of the 
special needs of the advertixer and facilities for carrying out both 
large and «mal! jobs in fine style. 
Let our representative call to discuss your problems 


» Basra Boag 


L/MITED 
29 WATLING STREET, LONDON, E. 
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Like you, we appreciate the importance 


EN 
Dr 


Let us quote you! 


CLARKE BROS. 
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urpt g number of problem zg booklet \ ‘ 
rs g. by the *TRAPINEX’ Special PRAPINEX “ f 

Pro in be executed direct on to packaging, adve 


ane dustrial marking probl 


AUSTIN MOTOR 
CADRKI 


RYS & 


Trapinex (Regd) Point Transfers are fully patented and manufactured only by 
TRAPINEX LTD, 100 COMMERCE HOUSE, HIGH ROAD, LONDON W.22 
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Jury 20, 1950 


Supplies of newsprint likely to 
be forthcoming in the next six 
month are insufficient to main- 
tain consumption, even at the 
reduced level (the six-page basis) 
which came into effect on July 2, 
states the Newsprint Supply Co 

The statement, issued on Mon- 
day, outlines as follows the causes 
that have led to this situation 

First, in January 1950, came 
the Government's decision that 
no dollars would be available for 
imports of newsprint from 
Canada in the first half of the 
year. In each of the preceding 
three years the Company had 
been authorised to import 
100.000 tons from Canada (under 
contracts which originally pro- 
vided for 300,000 tons annually) 
The decision to cut out all im- 
ports from Canada meant that 
the Canadian mills had to seek 
other markets for the newsprint 
refused by this country and to 
enter into long-term contracts 
with customers in other countries. 


Outlook Was 

Favourable 

At first the effect of the can- 
cellation of Canadian supplies 
was masked by the prospect of 
improved deliveries from other 
sources. The Newsprint Supply 
Company has made very satis- 
factory contracts in Scandinavia 
and to offset in some measure 
the loss of the Canadian con- 
tracts also made arrangements 
with France under which 30,000 
tons were to be delivered to this 
country in 1950 The British 
mills have also been able to im- 
prove their production and early 
this year their rate of production 
was raised by the Government 
71} per cent of pre-war pro- 
duction, After allowing for other 
users and for exports on the 
same scale as in 1949, home mills 
were expected to provide 440,000 
tons for British newspapers 

On the basis of this favourable 
sutlook, it was agreed that the 
British newspapers should in- 
crease their size to the seven 
page basis for the period of the 
General Election Afterwards, 
with the consent of the B.o.T.. 
this was extended to July 2 

However, a number of new 
factors have arisen to affect sup- 
plies First, the Government 
required an increase in exports 
from the British mills These 
were stepped up to 100,000 tons 
in 1950 against 60,000 tons in 
1949. Second, in March 1950 
the Government released the 
periodicals from control and this 
naturally led to an increase in 


to 


Newsprint Supply Co. Tells 


How Crisis Arose 


CANADIAN IMPORTS CUT: PERIODICALS USE 
MORE : HOME OUTPUT OVER-ESTIMATED : 
U.S. CONSUMPTION RISES ~ 


their consumption, 
now estimated will 
97,500 tons in 1950 against 
70,000 tons in 1949. Third, it 
soon appeared that production by 
the home mills had been over- 
estimated by the Government 
the figure of 714 per cent of pre- 
war production was beyond their 
reach. The net result of these 
three factors is that the British 
newspupers will get this year 
only 64 per cent of the output of 
the British mills as against 724 
per cent last year-—a loss equiva- 
lent to nearly 50,000 tons 

Meanwhile, a rapid increase of 
consumption in the United States 
has led to an acute shortage in 
the rest of the world. This has 
caused the loss of 21,000 tons of 
our expected French supplies and 
of 6,000 tons of the supply 
expected from Scandinavia. 

As early as March 15, 1950, 
the Company raised the situation 
with the President of the Board 
of Trade and pressed for a re- 
newal of imports from Canada 
Correspondence followed and 
another meeting took place on 
April 25, but it was not until 
May 9% that the President of the 
Board of Trade at last informed 
the Company of the Govern- 
ment’s decision to provide dol- 
lars for an import of 25,000 tons 
from Canada in the second half 
of 1950. 

By then, as it proved, it was 
too late to secure more than 
about 10,000 tons-from Canada 
in 1980. Moreover, the Canadian 
mills insisted that deliveries 
would be conditional upon con- 
tinuity under the contracts that 
had been broken earlier in the 
year. These contracts fixed the 
maximum quantity which can be 
ordered by the Company for 
delivery in 1951 and required 
that the milis should be told by 


which it is 
amount to 


June 30, 1950, the actual amount 
to be supplied in 1951 The 
Government, however. have de- 
clined to enter into dollar com- 
mitments extending beyond June 
3%), 1951, and have only author- 
ised the Company to import 
37,500 tons in the first half of 
the year. Thus, not only is the 


supply for the remaining months 
of 1950 below the current rate of 
consumption, but it is also highly 
precarious and uncertain for 1951 

So far as 1950 is concerned 
nothing can now be done to in- 
crease supplies, and if consump- 
tion is maintained on the six 
page basis stocks will fall to 
about 65,000 tons at the end of 
the year, a total which both the 
Company and the Government 
regard as below the margin of 
safety. 


ADVERTISER'S WEEKLY 


Merthyr Express 


and 


Pontypridd Observer 


SERIES 


* 


Certified Circulation 
Exceeds 


READY SHORTLY 


An entirely 
new venture in 
publishing ... 


How often have you sought a 
directory, reference book or mail- 
ing list covering a certain industry 
or profession, and not been able to 
find it? 


ITHERTO, no guide to the thousands of 
Girectories, reference books. etc., published 
m this country has been available: proapective 
users have had © waste time and moncy an 


Really FOUR books in one 


insumerabice «cnquifics, telephone calls and - . 

correspondence trying, ofice fruitiewly. wo find This unique Work will consist 

the* directories and mailigg lists they require of 

and the publishers of them. This is the reason . . authorttative 

for, and the purpose of. this urgently-needod i « * meference AA 
ouide, ce Year Books, Manuals, ete., 


lished io Great Britaie (2) « et of 
Directory of Directories lows, by 
industry. o ces 
Annuals & Reference Books ) Ad tht of Holiday and Town 
Coles (4) AZ te of Dinry, 

which will enable you for the first time two find Almanac sed Calender 

instantly any directory, refegence book or mail- 

- No matier what kind of directory 
ina list you need. and full details abou it reference book, ensue’. guide oF 


diary you need, this Directory will 
tell you where you can get HH, ts 


y “FILL IN AND POST TO-DAY- -; 


price, the scope and nature of ms 
' BUSINESS PUBLICATIONS LTD coments, and © on. In i you may 
180 Fleet Sweet, London, B.C 4 1 discover directories of which you 
Picase send us on publication one es. as ——_ 
| copy of the Directory of Directories, 1 matting lists. Adverusing media 
i Annuals and Reterence Books, ‘ox i 
which invoice us after despatch at the 
| post-free price of Ms | 
en 
Address 
I AW /DD2 I 
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It’s the 


WANDSWORTH 
BOROUGH NEWS 


for 
*PUTNEY 
*ROEHAMPTON 
*SOUTHFIELDS 
* WANDSWORTH 
*EARLSFIELD 
*CLAPHAM JUNCTION 


Head Office 


144 WANDSWORTH HIGH STREET, S.W.18 


Tel. VANDYKE 4226-7 


ETC. 


The better 
way to 


~ 


colour proofing — 


Kodatracing 


When ordering or proofing line 
or tone blocks for colour work, fit- 
ups, colour background work— 
it 18 essential to censure correct 
register, This can be done without 
the expense of colour proofing by 
“pulling up on Kodatrace” 

A forme proofed in black with 
the 2nd and 3rd colour (up to 7 


ideal for client presentation 


A KODAK PRODUCT 
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| FESTIVAL AUTHORITIES DENY CHARGES 


(Continued from page 109) 


contractors to the Government 
to be named. 

3. Delivery dates are often 
difficult to meet, and even with 
the best will in the world, delays 
will happen. Can we be assured 
that all the loose ends are tied 
up? 

4. Of course firms are eager to 
tender now—this is a slack period 
and the organisers can expect 
inquiries every day. But will they 
get them in two months’ time? 

5. The Association of Display 
Producers, which for no apparent 
reason is not mentioned in this 
reply, has asked for a conference 
and has been refused. 

Whatever the Festival authori- 
ties may say, ADVERTISER'S 
WEEKLY inquiries reveal a very 
general dissatisfaction and lack 
of confidence Mer of long 
experience in the exhibition stand 
and display business say they 
have been urging on the organi- 
sers for more than a year that 
time is short and that contracts 
for stand construction must be 
put in hand early But they 
complain that their advice appears 
to be ignored and that there 
appears to be lack of leadership 
and drive 

Trade relations, they say, are 
being badly handled. Thus, in 
spite of an assurance given last 
year that work would be placed 
where it could be most suitably 
carried out, one firm was asked 
to tender for the kind of work 
for which it was totally unsuited, 


and another was approached by 
a sub-contractor to a  sub- 
contractor to carry out some 
Festival work of the kind in 
which it specialised! Another 
firm received a lengthy specifi- 
cation, which would have 
involved at least a week's work 
to prepare a.tender. with a 
request for tender within two o7 
three days. The firm wrote ask 
ing for more time, and shelvex 
the specification. After a month 
a reply came extending the tender 
period by one day after receipt 
of the second letter. 


‘Woman And Beauty’ 
Large-Size, Will 
Have Glamour Cover 


Mr. Chas. E. Mander, adver 
tisement director, Amalgamated 
Press Ltd., has issued an ecight- 
page dummy for the new large 
size Woman and Beauty. This 
magazine, as already announced, 
will change over from pocket-size 
as from the November issue, and 
will sell at Is. 3d. It will thus 
banish its austerity make-up in 
time for its 21st birthday next 
year. 

The dummy has a glamorous 
cover, printed in four colours, 
with the addition of a silver back- 
ground. 

Page size will conform to the 
standardised A.P. format for full- 
size magazines, with a type area 
of 104 in. x 74 in. 


New Companies 


Macciestield Block Engraving Co.. Led., 
Barker Street Macclesfield, Chester 
Nominal capita!: £6,000. Directors: R 
Meakin, E. Hoolcy, E. W. Dixon, E 
Etchells and H. Pickup 

‘alder 


) Lid., Queens 
House, Leicester Square, W.C.2. Nomina) 
capital: £5,000. Directors: J. Calder, Mrs. 
C. Calder and E. Turrell 
Adv Co, (Southend) 
Led., 101 Westbury Road, Southend-on- 
Sea Essex Nominal capital: £150 
Directors E Johnson and Beatrice 
Johnson 


Chappell (Agvertising) td... 
3 Leopold Street, Sheffield, 1 ominal 


Kodatrace overlays will still give 
complete transparency) is ideal 
for client presentation, shows 
complete job in colour (less colour 
proofing expense )—can be handled 
indifferently and stil! retain its 
freshness of colour. This is only 
one of many production tips. 


Supplied in Rolls 40 ins. « 20 yords ond Half Rolle 40 ins. 10 yards. 


te Distributors : 


ME STORE CRAVEN HOUSE. (1), KINGSWAY, LONDON, W.C.2 Helbore 6888 


capital: £5,000. Directors: N. M. Chappell 
and Kathicen © Chappell 
Ravensbourne (Printing) 


itd., 28 St 
Mary-at-Hill, EC} Nominal capital: 
£3,000. Directors: W. C. Prior 


Prior and S.J. Manning. 

Tapes Ltd... 87. Gayford 
Road, Shepherds Bush, W.12. Manufac- 
turers of and dealers in plain, primed 
advertising and fancy tapes made of 
paper. linen, cotton Nominal capital: 
£1.000. Directors: |. W. Gosheron and 


sheron 

mal Publications Ltd. 19 
Wilton Road. SW 1. To take over the 
business of publishing the Fishing News 


and Mariners Almanac carried on at 20 
Broad Street. Aberdeen. by Aberdeen 
Journals Lid. and The British Fisheries 
Manual and Directory Fithng Who's 
W he and) fritish Fisheries Review 
carried on at 3! Marylebone Lane. W 1 
y Simon Fine N — capital 


t S. Pi 
Hafwer Pablivhine Co.. Led. Nominal 
ri S. For 


203. Regem St 

lithographers 
engravers N ‘ capital £2,000 
Subscribers: Eile M. Tew, Sheila M 
Fisher 

KLM. Publicty Services (Reading) 
ied.. 645. St Mory's Burts Reodins 
Nominal capita! © Directors: H 
Kennedy, A. H kins. 


Legal and Gazette 


Compton Services Company, 
Led., 8, Gower Hy Derby. Nominal 
capital: £3,000 Permanent directors 

Davies, F. A. Grindey, K. B 
Wells 
© 


Linotyping Co., Ltd., 192, Cor- 
poration Street, Birmingham Nominal 
capital: £5,000. Directors: Ms. BM 
Stocks. Mrs. M. B_ Powell and W. I 


ale Studios Lid., 3. Harington Road 
South Kensington. S.W.7 
ducers, commercial photographers and 
artists. Nominal capital: £100. Directors 
E. H. Wolff Shipman 

(The shovementioned particulars of 
new companies resentiy registered are 


DISSOLUTION OF PARTNERSHIP 
Henny STerHenson and Prawk WiLson 
trading as The Ideal Advertising Press 
Westgate. Huddersficld. Yorks, pub- 
lushers June 30. so far as concerts 
Hensy SrerHeNson, who retires All 
debts by Frank Wiisonw. who will con- 
unuc 


NOTICE OF DIVIDEND 
Horact Wha POWELL. oi 
Tottenham Street. WC. advertising agent 
lately 67. Holland Street. Blackfriars 
No. 945 of 1934. Supplemental of Is. Sd 
in the £ payable July 21 at Bankruptcy 
Buildings, Carcy Street, W.C.2 


WILLS 
Me. Roseer Parerck Durcaw. London 
director of McConnell’s Advertising Ser- 
vice Lied Dublin, late director and 
general manager of ee ——— 
Lrd.. and director and 
of T. B_ Browne Led, left wie O87 ts od. 
gross, £2,956 9%. 7d. net 
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(yaaa loiowktunytampaym) | CLASSIFIED ADVERTISEMENTS 


(Continued from page ili af cover) 


Croydon I APPOINTMENTS WANTED [MN FREE LANCE SERVICES 


> 
« 


| AMETTIOUS YOUNG LADY dexres wo STATIONERS AND 800K GELLERS 
| obtain 4 position in 4 Gud of agency requare cceasions! Services of Free- 
| a 6 @ jumor fashion aru. Has hai Lance t© provide copy and layouts 


four years training «| an aft school Wree giving particulam of work done 

| Would be able to manage some clerical and terms (0 
ala work Box 191 Ad. Weekly 180 Pleet S: BOS 
; Box 178 Ad. Weeky 1 Fee & 4 XPERIENCE NCE ARTIST, 


Ss E RI E s ALL ROUND ADVERTINING MAN, with littl sales i but ebility 


with fair for copy. seeks position of | as & first class lettering artitt and 
| responsibility with emael. keen agency | designer, secks one of two cliemms, with 
tor as Advertiing Manager ) } whom he can work harmoniously 
Box i172 Ad. Weekly 180 F cet St BC4 | Box 183 Ad Weekly 180 Fleet 5: BC4 
| 


104 HIGH ST., CROYDON Tel. Croydon 3434 


° AIRMINDED YOUNG WOMAN seks 
= a area BUSINESS OPPORTUNITIES 
cus Box 171 Ad. Weekiy 180 Pleet St Bea 


ments of the trade. secks change 


Sahera ar YOUR CosTs 
Box 167 Ad. Weekly 180 Fleet St BCs 


} YOUNG EXECUTIVE. Assistant Adver 
j Using Manager of one of the largest 


department stores, secks managerial rec Advertising Managers 
sponsibulity 


Previous cxpernence covers 
FOR OTL COLOURS | wii" ringe with iarec”imiunral com 
0 
| Box iS ‘Ad. Weekly 180 Fleet St ECs consult 
/ CLASS ch 
WATER COLOURS | “te: SS. cist | | UNIVERSAL SIGN ERECTORS 
} ume 

Box 187 Ad. Weekly 180 Pleet St BC4 
YOUNG MAN, 23, seeks position in For All Outdoor Publicity 


CONSULT US for Technical Iustration: 
T Whitehearnt Drawing Pool, 8% 
High Road, Towenham, N Tel 
BIRKENHEAD ; MANAGER a= 
Re of SHOW CARDS, CUT-OUTS, 
NEWS GROUP SMALL RECOGNISED no Nino thier etn 
. own wotitho process or 
an LONDON AGENCY CARILLON PRESS LTD, 
sd Fr ? me am 
gas WIRRAL | SEEKS CHANGE ne Yeiconone: honcombe Seas 
¥ . endon ( ia 
wa Contact-work; copy and ideas; Peone” Vicnerts 0063/4 ’ 
ce | | production for Press and leaflets, 7 
aid Weekly Net Sale etc. ; reports and appropriations ; 
sound knowledge all general and FOR SALE 
yi 4 6 7 4 4 technical media. Broad outlook At well Below Cost 
ts 9 } with ability to concentrate on Large and varied stocks of shuminium 
ABC. smallest details, when necessary etey cee I ot eutecancielly 
| Senior position with larger heocbtes fee lashes 
FLAT agency sought. Highest refer- LEOPOLD LAZARUS LTD. 
RATE = INCH ences. Salary required £750 Chronicle Buildings, Corporation Street 
Age 35. Manchester 4 
Heed | Box 173 “Gnackorch Mewen, tengons CED” 
Office : | | Advertiser's Weskty, 180 Feet Se., 6.04 
62-68 Chester St., Birkenhead || | j 
London : David L. Clackson || | Ona presen a oe Brin cuT 
80 Fleet St., E.C.4. CEN. 2626 | alll thoroughly experienced In all’ depar 


‘TI as 2 RS Ceo - ee Et Se ee 


advertising or publishing Anyuunge 
POSTER COLOURS | Ssceu. “. : 233 Clapham Road, 5.W.9 
om 19) Ad eckly 180 Fleet St Bea 
INDUSTRIAL FILM PRODUCERS. 11 Brinton 4271 
you can wee the services of a young 
GEORGE ROWNEY & CO LTD men with 2 years’ experience of the 
industry Competent cameraman in P re 
10 PEACY STREET * LONDON * WI B/W and Colour. Matric and City rhe an mo peg — Fae 
Guilds certificate. Good with mathe _ I C : y 
THORNTONS maucal problems, and with some display 2 ‘8 Jemy Octave epproumately 
expericnce U merece willing to to pages with « run of ® to 
COMMON LANE, KENILWORTH travel, own car, Wri 40,000 Pullet particulars to 
Phone: Birmingham STE. 4235 Box 177 Ad. Weekly ‘Teo Pleet St BOM G. F. TOMKIN LTD., Printers, 


1, Grove Green Road, 


GRA NT Ae Be FREE LANCE SERVICES Tdahens LUBY 1108 


LONDON THEATRE | TecHnical PERSPECTIVE. Exceticn: ACCOMMODATION 


art and engineering skill to torn things 


PROGRAMMES | Be, WES mc & 


ONE LARGE OR TWO GMALL 


: | There is mo better reminder media FIRST CLASS ¢ ARTOONSST free to ROOMS, unturnished. required ip Fleet 
accept few commis Serect, for an old catabl business 
63/5 PICCADILLY W.!. REG. 2554 Box 161 Ad. Week! 7 180 Pleet & BC 4 phone Cems! 3922 of 1991, with part- 
culare 
| CONFIDENTIALLY oryice ACOMEISEATION, Wei, 
| ~ 4. including service yet ck 
One of the most successfal copy- Suitable Provincial Firm, Agent 
writers in advertising has « limited Rox 169 Ad. Weekly 180 Flee n't ace 


amount of freetance ume for sac 
at @ moderately expensive rate. Idea! 
| ROTAPRINT & MULTILITH USERS — afrangement for small agency oF 


| SILK Ay ARTS L® 


fv € 
97 SHIRLEY ROAS.CROVOON tas ~ a ae ane “ ford a tulvaime’ four-Sgure writer See July 6 issue of Advertiser's 
aAooriscomee 3147-8 
a ae Advertiear’s Weskty, 190 Pest $e., £64 Weekly. pages 46 and 47 for 
HIGHEST GRADE Tee |= For QUALITY ond RELIABILITY J ’ : the Advertising Services 
ieee < oocommee 7 ae “Phone Shoreditch 3942 WANTED—-Free-Lance Commercial Artist & lies Section. Aug. 3 will 
| VARILITH SERVICES LIMITED | produce Snisbed jetcring and dixpiay be next issue containing 
THERE (5 WO SUBSTITUTE fot EXPERIENCE | 3 Academy Buildings, Fanshew Street, Nt athe — = these services. i 
L Box 158 Ad. Weekly 190 Piet St BCA ; 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


Wanted 


by Agency, W.C.2 dis-rict 


| PRODUCTION MAN 
well expePenced io Agency work, 
including blocks, types and type 
setting. Good organiser and con- 
troller of press deta 


with ge al Agency experience, 
but specifically 
print production and print buying 


ARTIST 


good all-rounder 
with creative ability efor 


more covering 


(not fashion) 
visual 
presentation and finshed work 


Write, stating clearly which job interests 
you, your experience to support the ap- 
pliation and salary required to 


Box 164 
Advertiser's Weekly, 180 Fleet Se, £.C.4 


COMMERCIAL ART. 
ham Studios have vacancy tor 
enced representative with 
commectionms 
excellem scope for advancement 
eaperieone and salary required 
Box 15% Ad Weekly 180 Fleet St 

YOUNG LADY for _ switchboud 
filing Must % well spoken 
nt objected to Write 
with details of experience 
Box 159 Ad. Weekly 

YOUNG LADY, 
accounts departmem of 
Agency, able type an advantage 
Alternate Saturdays free. Write 
age. experience and salary 
Bow 160 Ad. Weekly 180 Fle 

VEAR BOOK. Good opportunity 
first clast space salcaman Welt 
tiahed cnginecring annuals 


leading Birming 


Gif any), to 


good at figures 


required 


flow 162 Ad. Weekly 
TY POG RAPHER reQuired 
Departmen of large 
Users in the North 
bnowledeec of typography 
Progressive post with 
scheme in operation 
experience and salary 


Rox 155 Ad. Week’'y 


180 Feet St 
for Publicity 
national adver 
Wee 
essential 
Aoply etving age 
requifed + 


cuper 
cAmung 
Progressive postion with 
State 
gc4 
ant 
Trance 
for appoimument 
180 Fleet St BCS 
for 
Advertising 
stating 


aS 4 
for 
estab- 
Generous 


EC4 


Thorough 


superannuation 


o 
180 Fleet St BC4 


S. C. PEACOCK LTD. 


require the following 
additional Staff 


LAYOUT MAN 


to work on National and Technical 
Accounts 


PRODUCTION ASSISTANT 


5 day week, pension and profit 
sharing scheme 


17 AIR ST., PICCADILLY CIRCUS 
REGENT /08! 


PRODUCTION. Young sewtant—male 


or temale required ¢t vuandic produc 
tion of advertixements and print in busy 
department of London Agency his 
im & ite openmne armbationus 
person who, if he ” ‘ has the 
aptitude, can srow wit xpanding 
concern Write stating « cxaperieme 
and salary required 
Rox 146 Ad Weekly 180 Flee St BOW 
AGENCY, SPECTALISING hnical 
advertising has vacancy for first-class 
layout artist Ability do clean 
lettering. slick rougts and some finshed 
work omental, Details cic. 
Box 132 Ad. Weekly 180 Fiect St BCS 


CLASSIFIED ADVERTISEMENTS 


RATES: _ —_ —y- VACANT 4s. per line, APPOINTMENTS WANTED 
per fine other classifications Js. 6d. per line 


ds. 64. 
Dinptay 


Additional 

insertions, 5), om 13, 10% om 26, 15%, 

insertions MUST BE PREPAID. Address: 
le ,- acs. % 


Very 


140 


Phone: Chancery 


PPOINTMENTS VACANT 


PROGRESSIVE FIRM of Toy 
Manufacturers require Amimtant De 
signer; age 22-26; capable of creative 
work and versatile in all forms of com 
mercial art and design: must have good 
knowledge of packaging. diwpiay. ictter- 
ing. cataloguc work and reproduction 
processes; cxcellent pportunitics of 
advancemem for naht man; ideal con 
ditions; modern factory; canteen. Full 
details past capericnce, salary required 
ck. w J. & L. Randall Lid. Merit 
House, Potters Bar, Middieses 


EXPERIENCED London Space Salesman 


for weekly provincials and 
Preference given to app icant wit 
agency comtacts. Salary and 
Write tating age ca perience 
Muncration required cic 

Box 141 Ad. Weekly 180 Fleet S 


Ma galines 
h good 
COM Mission 
te 


EC4 


West End Agency Requires 


(}) A VISUALISER who will 
combine a flair for Creative 
Design with good down-to- 
earth ideas. Must be versa- 
tile enough to work on a 
wide variety of accounts 

A COPYWRITER capable 
of writing good, sound, 
“SELLING’’ copy for a 
variety of accounts. 


(2) 


Write in confidence stating age, 
experience and salary required to 


Box 168 
Advertiser's Weekly, 180 Fleet St., £.C.4 


MANAGERIAL VACANCY 

Northern Advertis.ng 
of commerc.a ar 
Applicam shou'd be 
good background Com 
ne se ary (°00-4000 with cacelicnt 


er ts 
ox 157 


“curs «in 


Know 


Ad Weekly 180 Pleet St EC4 


KEEN. YOUNG MAN with drive and 
initiative wanted as advertising and 
circulation manager of prychic weekly 
Salary and commission Excelient 
Prospects Send full details 
Box 165 Ad. Weekly 180 Fleet St BC4 


SUDAN 
GOVERNMENT 


The Ministry of Education requires a 
Technical Advisor (Production Editor) 
aged 23 to 4, for service in the Sudan 
Candidates should have had several 
years experience with a good publishing 
company and be capable of taking charge 
of the production, layout and distribu 
tion of educational publications including 
a fortnightly maganne 

Appointment will be on Short Term 
Contract for a period not exceeding six 
years on a salary scale of CE77! 
£E.1644. Special post-service bonus 


to 


Cost of Living Allowance varying 
between CE.142 and £E 352 per annum 
according to the number of dependents 
‘S at present payable, and, subject to 
certain limitations an Outfit Allowance 
of 46.60 is payable on appointment 
There is at present NO INCOME TAX 
in the Sudan 
ment 


Free passage on appoint- 
Full particulars and application 
form may be obtained on application to 
Sudan Agent in London 
House, Buckingham Gate. London 
S.W.1. Please mark envelopes “'Produc- 
tion Editor" 


Wellington 


“Advertiver’s Weekly,” 
fisss. 


We have 
some 
very good 
jobs 


There are three or four first- 
class artists wanted to complete 
our team. Whilst we have a lot 
of sympathy for beginners and 
improvers we are sorry we have 
no vacancies. The men we want 
may be retouchers, figure men, 
letterers or illustrators. The 
work we want from them must 
more than satisfy some of the 
finest Art Directors and Studio 
Managers. If you KNOW you can 
do this a worthwhile salary and 
the right conditions await you. 
Please telephone first for an 
appointment. 


PENTAGON 


Design Services Limited 
WELBECK 5445 


YOUNG 


as edi 


MAN OR WOMAN 
al assistant in London pub ich 
img house, mainly cducationa’ 
iterary ability, appreciation 
illustration techmaque 
Ung processes 
Write 
Mary 


of 
and knowledgc 
would be 
giving 
required 
A © Bartleu’s 
Muscum St. WC! 
YOUNG WOMAN, age approx. 20 
over, required for Copy/Despatch dept 
of Londen Agency 
not essential 
holidays for this 
sidered Write fully 
perience, if any 
Box 130 Ad Weekly 


full particu 


be 
age. 


year will 


including cx 


180 Fleet St 


required 
Proven 

book 
of 
considered 


” 
Publicity 31 
or 
Previous experience 
Good salary offered and 
con- 


ood salary required Ww 
BC4 


visualiser 


wanted 
PLUS — 


LLP.A. Agency, 


specialists, 


industrial 
seck a young 
apart from 
ong sense of 
pography, has 
some personality, 
lead on to greater 
Details 

Box 18! 

Advertiser's Weekly, 180 Fleet St., E.C.4 


visualiser who 
ideas and a str 
design and ty 
abilities, 

that could 


things 


im APPOINTMENTS VACA 


Jury 20, 1950 


GEE ADVERTISING LTD 


Welford Road and Caron Sweet, 
Leicester, require live young man to 
take coma of Photography 
Depariment. Essentials are firs: clas 
ability a8 an tmmaginative creative 
photographer for publicity purposes 
pws practical dark room cxperence 
t® supervise routine imternal copy- 
printing Permancnt position and 
good salary to the right type of appli- 
cant Supply specimens (which will 
be returned) and full details of cxperi- 
ence, salary required. etc 


IN THE POTTERIES. 
sentative is required 
and it 


A space 
for an 


pencil and « colour 
particularly age 
and capenscs, pension scheme 
giving details of experience 
to Bemrose Publicity Co. Lid 
ton Street. Derby. Tel. Derby 45471 

LAYOUT—London Advertsing 
has a vacancy for a first clas 
Artst 
only experienced men need apply 
days would be considered 
confidence stating age 
salary required to 
Box 128 Ad. Weekly 


sense wil! 


age. etc 


Write 


repre 
industrial 
will be an advantage if 
man could hapdic advertising 
A man who has ability with 
be 
COTM SHON 
— 


Welling 


Agency 
Layout 
Position carries high salary and 
Holi 
in 
expernence and 


180 Pleet St BCS 


Castrol 
Publicity 
Department 
Want... 


a versatile Publicity man, aged 26-28, 
with the following qualificavions 


1 He must possess journalistic 
ability and be able to write good 
copy 

2 He must have a good working 
knowledge of printing processes 
and type faces 


3 He must possess creative ability 
afd be capable of preparing rough 
layouts for the guidance of own 
Studio artists 


4 He must have served 
Advertising Department or Agency 


for at least four years. 


m an 


Applicants should write, giving details 
of experience, age ond salary required, 
to the Publicity Manager, 

C. C. WAKEFIELD & CO. LTD. 
GROSVENOR STREET, LONDON, W.1 


CLERK (Female) 


ADVERTISEMENT MANAGER of new 
month Pern rgemily requircs 
competent SECRETARY The lady 
selected must ' had previous adver 
tising §expericr vust Be single f 
g00d appeara must like hard 
work The pow ves gfeat respon- 
sibiity and app are asked to send 
at least two refer * when replying to 
Box 152 Ad. Weekly 180 Fleet St BOS 


with some 
advertising contract work and typing 
required Picasant office © day 
weck. Write giving aac, details previous 
experience and salary required to The 
Secretary The 1 s Digest 12 
Hatton Garden, E¢ 


expenence 


COMMERCIAL anit abie to produc 


all types of work from ideas to finished 
drawings in line and wash wanted 
immediately. Only craftsmen capable of 


carning £400 or over need apply 
All details of age and past experience 
to 
Box 195 Ad. Weekly 180 Pieet St BC4 


SPACE BUYER FOR MANCHESTER 
Fully qualified ency Space Buyer 
required. Write full details, including 
previous experience, salary, age, etc. to: 
F. JOHN ROE LIMITED, 
Incorporated Practitioners in Advertis- 
ing, 20, St. Ann's Square, Manchestes, 2 


TEL : BlAckfriars 9786 
JUNIOR ASSISTANT (‘about 20), for 
Departmem routing work in 


"Phone your Classifieds to CHA 8844 (Ex 


Fypbtichy 
London engineering concern. Some 
aa eme preferred and willingness te 


work hard. Age, experience, ambition 
salary to 
Box 192 Ad, Weekly 180 Fleet St EC4 
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Juty 20, 1950 ADVERTISER'S WEEKLY 


CATT | CLASSIFIED ADVERTISEMENTS 


area NITY —_ = — Be 
So apericnce ’ as 


anid ? APPOINTMENTS VACANT ADVERTISEMENT 


c lee E SHORTHAND TYPIST + 
Feroz | s™ Ritenmne Rear ho MANAGER 
f &. Experience CARLTON ARTISTS Box 186 Ad. Weekly 180 Fleet St BCs Monthly Motoring Magazine 


4 R , PUBLICITY WRITER. required by wel 
Bos i1t Ad. Weekly 180 Pleet St ECS LIMITED we Midead Desthenion with large guaranteed net sale, 
n ] : 


— caperence 


of age. qual requires immediately an adver- 


° require us — ee tisement manager with proved 
Wadham Artists et o Weekly 189 Fien & BCé selling experience in this field 
| 7 bd R F EB London Commercial & pe 
Urgentiy Require Bh ek EE 2, Excellent salary and commission. 
7 hiicte: i ed orking conditions end good salary to Exceptional opportunit 
| experienc ni class man Holidays considered Pp pe y 
A FIRST CLASS | te stating cxperience 


, and salary re Present staff know of this 
ERING ARTIST F | G uU R E Load E N fos 129 Ad. Weekly 180 Fleet S& BC4 advertisement Write fully in 
l ET T GooDp 


ALL ROUND ARTIST required 
3 5 capable of producing high<las work confidence to: 

- Write salary required 
With up-to-date knowledge of year Box 63 Ad. Weckly 180 Fleet St BC4 Bex 175 


Advertiser's Weekly, 180 Fleet Sc. 6.0.4 


free styles and good all-round contracts 


ability. ered 
as | off RETOUCHING 


telephone or write ARTIST ANDREWS LIVER 
a WP en Cariton House, Gt. Queen St. W.C.2 SALT 
FIGURE ARTIST HOL. 4041 Required by Studio of Scott & Turner Limited require 0 


Advertising Agency young man stout 30 years of age for 
Who knows how to put style their Advertising Department. A 
h . REFRRSENTA TIVES cailing on ae 384 bh k. full holida good general experience of adver- 
cl 7 ane vert f Xu 
and character into his work. fa — os x. —_ — 4 hour week, full holiday Gelng 400 of the erunntanten of un 
graphers Advertising Department essential 
; ‘ : . m 
Only really good men need apply. PRODUCTION MAN 180 Fleet ns 4 and sickness payment Write Sales Director, Scout & 
wanted in cm 
Salary or free lance inside. In Agency. specialising in scheme. Salary £500—£750. Turner Limited, Andrews House, 
t© maintain production Newcastle-on-Tyne. giving full par- 
and be responsibic for voucher trculars in confidence and sisting age 


checking. Five day week Interesting work, excellent 
WADHAM ARTISTS Ad. Weekly 180 Flee: St BC4 and salary required. Five-day week 
LETTERING ARTIST required for ao conditions and permanency Penson echeme good prospects 
Wardrobe Court Losdos Agency. Studio  eapertence 
. cwrnta 
146a Queen Victoria St. E.C.4 Box 154 A@ Weekly 180 Fleet St ECS offered. Write fully in 
Tel. CITY 11445 voot E PROMOTION DEPARTMENT 


ion Manager 


Satine CA ne 
. me peed tae A a 
ee Na 


for experie * confidence to 
vung. Ry ~g Bg -- APPOINTMENTS WANTED 
importamt he narkeun o . i ey: L. PSY SS WEtENS Box 179 
prictary t rid ; 


; en Square , AND GENERAL ARTIST 
: Advertiser's Weekly, 180 Fleet St., E.C4 ' < > « 
PHOTO-UNION require representatives ” &., time post, studio or prin 


feck 
on 166 dad Week - ject Mt 
sotography and allied Lt x cckly 180 Fleet § 
services 12, Soho Seune wi 


wy one veel REQUIRED for produ 


men 


cre 
hs 


tion » s00d at layout and lettering 
ading publishers. Experi wanted by C. P. Wakefield Ltd. Appiy Are you wanting an— 
advantage, but nor essential rect: 153 Fleet Sureet, EC 4 
Ad. Weekly 180 Fleet St BC4 ss Account Executive: Advertising 
REPRESENTATIVES required for Ledeer 
‘ Pres Printing house Good comeniseion Manager: Advertisement 
< 5 ms Write Manager? 
wer ngsway 0 WE WORK in close Box 174 Ad. Weekly 180 Pleet St BO4 ase 
C2 iy ; : af 
education co-operation with many oom peak type —— 
tsi ‘ " rov 
exacting Art Directors of Sem - eye ee 
well-known Agencies and to 


ability with contacts in the 

AW -KN highest advertising circles de- 

McCANN-ERICKSON ore seaman seach sires ange vind fers ms 
ADVERTISING LTD | | WE NEED 


executive capacity. A proven 
are seeking a Director of Advertising, business getter. 


REQUIRE ANOTHER | 1. A GOOD ALL-ROUND qualified by experience, ability and Bex 163 


personality, to direct and control the Advertiver’s Weekly, 100 Fleet S¢., E.C.4 
ARTIST advertisement side Of a varied group of 

eocheied and cunlendl taanietns, tte TWO EXPERIENCED London Journal 

LAYO UT | (Capable of working in all mediums) oi ke Gai) ‘seine. te io, with national Press contracts. at 


presemt cngaged on Press and Public 
and Managing Director for the efficient Relavoms work for a major industry 


dewre Wo comact other industrial organs 
operation of the advertisement ¢ ° 
ARTIST 2. A FIRST-CLASS unde ant tha pb we ve eerste, cateee. yaks Weereness 88., WES ns 


en PURI penchant me 


prowd of thelr achievement: and keen 
STYLISH DESIGNER whom he must be able to lead the way — to be more generally known, 
c y 
tiatin, usin high. ’ 

(For Posters, Showcards, Leaflets, etc.) =” augetetng Susiness os highess level 

with agencies and manufacturers. Four- 
if your work has just that figure salary, over-riding commission eaperience seeks pow as junior 
“‘extra-style™’ to the rest and allowances pon sha — eS a 
and you would like to Box 4° Ad Weekly 180 Pleet S& BCS 
Write fully in confidence to 7 hora TTY MANAGER (Woman) socks 
110 JERMYN STREET, S.W.1 work on national accounts, Experienced copywriter. also 
in very pleasant company, Bex fli 7 leaticts and oditeorial pub 
m city and enthusiastic worker 
Whitehall 54/1 please ‘phone or call Advertiver’'s Weekly, 160 Fleet St. £.C.4 d Weekly 180 Fiect St BC4 
. * years printing trade 
HAWKE STUDIOS LTD. (Composnor) wishes t enter adver 
22 CHENIES STREET, W.C.1 | ARTESTS « proven ability Hox 18% Ad Weekly 180 Pleer St BC4 
Phone - MUSeum 7441-1181 ane ned | selected spect CREATIVE TYPOCRAPH 
s 5 cen 10 0 s- 0 teing and pub'ishing exp 
f oil Pee ul et 
Both positions carry good | | ee i 

salaries 


Wlcring «ope for imagination and 


Ad Weekly 180 Pleer & Exes 
MAN wth journsiienc and 


WRITE 


ime 
ay LETTERING ARTIST wanting to 
“ re : 7" wewe pease contact 
1 St EK a 


Box 194 Ad. Weekly 180 Pleet St BCA | (Continued on page 139) 


Phone your Classifieds to CHA 8844 (Ex 23) 
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ADVERTISER'S WEEKLY 


Advertiser's 
Weekly 


Tuurspay, Jury 20, 1950 


(45/- overseas) 


You can command exceptional plant and interested 
men and women for letterpress, lithography, colour 
photography, offset deep plates, foundry, machine 
composition, joined with our wish to support your 


plans. 


When you and we have agreed dates for delivery, 
that timetable will be adhered to. 


Weare reliable printers. 


STOP PRESS 


ANDREWS LIVER 
SALTS GOES TO 
S. H. BENSON 


Understood that S, H. Benson 
Lid. are taking over, from 
Andrews Liver 

Ltd.) 


R. B. McHARDY 
JOINS BOYDELL 


R. B. McHardy copenies 
publicity manager to E. ydell 
& Co. Manchester, manufac- 
turers of Muir-Hill appliances. 
Was previously publicity man- 
ager, Tweedies & Smalley, of 
Rochdale. 


PORTSMOUTH & SUNDERLAND 
NEWSPAPERS 


Expanding revenue from all 
company's pagers, including 
those acquired during past yest, 
reported by 8. Storey, M.P., 
chairman, at annual meeting of 
Portsmouth and Sunderland 
Newspapers Ltd. 

Threatened increase in price 
of newsprint and decrease in 
size of papers would be set off 
to only a small extent by fact 
that increased sales of “Evening 
News,” Portsmouth, and “Sun- 
derland Echo” justified a rise in 
advertisement rates. 


AD. SOLD £10,000 Goons 
IN ONE DAY 


“Daily Express” yesterday 
(Wednesday) ave double- 
column editorial reference to 
pulling power of its half-page 
advertisement space on ge 
three. Reported that after one 
insertion, Gamages sold £10,000 
worth of goods in first day, and 
that so many post orders had 
been received that Gamages 
were advising customers not to 
place any more orders by post. 


New Vickers heavy track-ty 
tractor, powered by Rolls 
Royce diesel engine, designed 
for industrial earth moving and 
heavy agricultural work, to be- 
come available in 18 months, 
will be distributed throughout 
world by Jack Olding & Co 
(agents J. Walter ompson 
Co.). First announcement yes- 
terday 
conference a 
Armstrong by J. 
son. 


Published by the P, 
July 


20, 1950. 


roprietors, BUSINESS PUBLICATIONS, Led. at their office at 180, Fleet Screet, London, E.C.4 


Printed in England by Staples Press Limiced at their Great Titchfield Sereet, 


(Phone : Chancery 6844) 
estab ahment 
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